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In self-service competition, 

the package has to do your sales 

job without help... and quick! You can 

depend on Sutherland package families to do 

just that. Flashing design catches the eye, bright 
colors waken appetites, and flavors are instantly iden- 
tified for prompt selection. Its so easy! ...and a related 


package design, featuring your name, builds recognition 


for pyramiding sales throughout your entire line. Write 


for prices and full particulars, 


All Sutherland linerless cartons made with 
APRN die-cutting are approved for use on 


the four leading carton set-up machines, 


FOLDING, PARAFFINED, AND LAMINATED CARTONS LIQUID. TIGHT CONTAINERS - FOOD TRAYS - PAPERWARE 
BAKERY PACKAGES - PREPACKAGING BOARDS AND TRAYS PAPER CO. EGG CARTONS - PLATES - PAILS - HANDI-HANDLE CUPS 
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Here's the “eye-catcher” that’s sparking in- 
creased sales in big food stores everywhere! It’s 
big. Roomy. 12 cu. ft. in minimum floor space. The 
illuminated superstructure features colorful prod- 
uct pictures — whets appetites — lights up the full- 
width open top for handy reaching in. Profit by 
the impulse-buying this Kelvinator creates. And be 
assured of peak performance that keeps your ice 
cream at its finest—plus dependability backed by 


Kelvinator’s matchless experience in producing 
this type of equipment. 

There's a standard Kelvinator cabinet model to 
fit any of your dealers’ space requirements. For 
full information on cost-saving, sales-protecting 
features, see your Kelvinator representative or 
write for your copy of Kelvinator’s new Ice Cream 
Cabinet Catalog, Kelvinator, Division of Nash- 
Kelvinator Corp., Detroit 32, Michigan. 


Kchusator 


Open Top 12 with Illuminated Superstructure! 


KELVINATOR...THE BEST-KNOWN NAME ON MODERN ICE CREAM CABINETS 
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that’s the minimum age 
of every ounce of 


‘Vireinta 





PURE VANILLA «7 


This time of year there's hustle and bustle in every part of the Virginia 
Dare plant — except where Virginia Dare Pure Vanilla #7 is quietly and 
leisurely aging, in our giant oaken casks. A blend of Mexican and Bourbon 
beans, #7 is slowly aged and like old wine daily grows in mellowness and 
fragrance. It is that mellowness and fragrance that can make your Vanilla 
ice Cream into the quality leader in your area. If quality is your keynote 

. team up with Virginia Dare Pure Vanilla #7 for the finest vanilla 
by far! 


Virginia Dare Three Star Essencc— 
@ a superior compound noted for 


smoothness, regularity and mildness 


Virginia Dare Three Star Essence No. 1— 
@ strong and pleasing 


Plus a Complete Line of Pure and Imitation Vanillas and Concentrates 





Pom S 
/ a, 
Wee 
= . . . 
Quality in Flavor since 1835. Steeped in yester- 
7 
- 4 day's tradition—yet geared to today’s markets .. . 
The earned reputation of Virginia Dare flavor can 
help establish your reputation for fine Ice Cream. 












EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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SAVAGE 
Makes the 
Complete Line 


14 Fine Cabinets 


3 and 4 hole single 
4. 6. 8. 10, 12 hole 
double (chest type) 


3 merchandisers 
{| with glass front! ) 








4, 6 8 10 hole double 
{remote type) 
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ICE CREAM CABINETS 








HERE’S PROOF! 


PRESTIGE LAWRENCE GIVES 
pre BIGGER PROFITS! 


ABSOLUTELY NO 
-TIE-INS WITH 
4 BAGS AND STICKS! 


We'll - we all the advertising material you need . . . for a 
nplete, eye-arresting, sileammndeiiniien campaign! 

lu ite a no tie-ins with bags and sticks! That's why vou make 

bigger profits when you buy the to ‘tantalizing, fast-sellin 


line of STICKIDS Stick Contectic a Call Prestige-La 


STICKIDS. 


STICK CONFECTIONS 


MOKO CHOCOLATE FUDGE BARS 


ROCKY WATER FUDGE BARS 
JOOSY TWIN WATER ICE BARS 
JOOSY SINGLE WATER ICE BARS 


STICK-EYCE WATER ICE STABILIZER ° PRESCOLOID ICE CREAM STABILIZER 


PRESTIGE LAWRENCE CORP. 


1 LAWTON STREET YONKERS, N. Y. 
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"from little acorns grow. 


And \ike the deep-rooted oak, 
Van-Sal has grow® through the 

ne of America $ 

e vanilla manu- 
e gratetul to 
r-friends Who 


years to «0 
\argest exclusiv 
tacturers. We at 


our many custome 
have helped us make Wan-Sal 


“The \ndustry’s No. \ Vania” 
_. . preferred by \eading \ce 


x cream manuracturers 
I: QL  , enjoyed bY the 6, = 
nation trom coast *O 7 
. - ae 


MAHONEY EXTRACT CO. 


CHICAGO VS, \LLINOIS 


s. H.- 








J EVERYTHING 


YOU NEED! 


FOR A PROFITABLE NOVELTY OPERATION 


| TOPS IN. SUPPLIES TOPS IN PROMOTION 
Uniformity of ingredients guaran- Colorful, hard-hitting Advertising 


teed through constant laboratory Aids Win Dene chee, 
Decals 

Stickers 

“Specials” Strips 

| Big Bag Saving Program! 











control... 


Complete line of frozen novelty 











| equipment... 











ASK ABOUT OUR 
EXCLUSIVE AND UNIQUE 
SPECIALTY PRODUCTS! 


AND NOW... 


A NEW POWDERED COLD MIX CHOCOLATE 
FLAVOR FOR CHOCOLATE WATER ICE BARS! 


EXTRAX co. WRITE, WIRE OR 


360 FURMAN STREET, BROOKLYN. N. Y. PHONE TODAY FOR 
ALL DETAILS! 
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Com duimeels fatofey 


smoother, 
finer-tasting 
Ice Cream y 


Globe, Cerelose and Puritose 
ore registered trade-marks of 
Corn Products Refining Compony, 
New York, N.Y. 


_.Mmake it with 
PURITOSE 


Ice cream manufacturers have found that 
PURITOSE corn syrup produces superior 
results of highest quality. CERELOSE has 
also won great usage in the making of ices 
and sherbets, as well as ice cream. 

Make a finer product . . . win consumer 
preference for your brand. 


Full technical service, no obligation 


CORN PRODUCTS REFINING CO., 17 Battery Place, New York 4,N.Y. 
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PURITOSE 


BRAND 


CORN SYRUP 


CERELOSE 


BRAND 


dextrose 


GLOBE 


BRAND 


CORN SYRUP 
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FOOTE \ JENKS 


On. micnio» 
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Cherry-Burrell 
Corporation 


“Engineered Production” leads to the development of 
a smooth flowing, continuous Processing System. It is 
the result of careful analysis and the application of 
proved “work simplification” principles that take the 
work out of work, allow men—and machines—to do 
more with less effort. It inevitably means lower over- 
all production costs in plants where it is applied. 

To achieve the benefits of Engineered Production in 
any plant requires skillful, long range planning. It re- 
quires the proper selection and application of every 
piece of equipment. Every process must be coordinated 
to make the flow smooth and continuous. Every man 
should work at a comfortable, efficient pace. 

Cherry-Burrell makes it easy for you to meet these 
requirements in your plant. Through Visual Planning— 
using scale models and skilled Cherry-Burrell en- 


CHERRY -BURRELL CORPORATION 
General Seles ond Executive Office 

427 W Randolph Street. Chicage 6, Ii! 

Milt ond Food Plont Equipment end Supplies 


FACTORIES WAREHOUSES SEANCHES OFFICES OF OFstereUTORS 
AT TOUR SERVICE im Se CITIES 
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gineering cssistance—you will be able to see the best 
Processing System for you before you spend a penny 
for plant remodeling or for new equipment. 

This then, is the way to avoid costly missteps: call 
your Cherry-Burrell represen‘ative and ask him to 
arrange a meeting with you and his branch engineer 
to start you on your own program toward gaining 
Engineered Production—work simplification and greater 
output per man-hour. 











This large and productive soda fountain, in- 
stalled in the modern Kresge store in Gary, 
Indiana, was carefully planned for efficient 
service and profitable turnover at its 90 stools 
and 180 feet of convenient counter. 


Like to Have This 


Gallonage-Building Fountain on YOUR Customer List? 


One look at the picture above and you know that here 
is a store where plenty of ice cream is going across the 
counters every business day. 

In selecting Bastian-Blessing soda fountain equip- 
ment for this important installation, the S. S. Kresge 
Company reflected the preterence of smart merchan- 
disers all over the country—men who know that tn 
order to achieve volume profits you must have cus- 
tomer appeal combined with operating efficiency. 

Now look back at the picture. Every piece of foun- 
tain equipment, except the stools, was supplied by 
Bastian-Blessing. The modern, streamlined soda foun- 
tain units with their years-ahead engineering features 


IMPORTANT! 

We are still able to supply top quality 
Bastian-Blessing fountain and luncheon 
ette equipment for reasonable delivery 
at our regular attractive prices. But, the 
national mobilization program continues 
to take an ever increasing amount of 
materials vital to soda fountain con 
struction and this present situation may 
not continue indefinitely 


—Drip-Proof Lids, Super-Soda Draft Arms and John- 
son All-Dry Flash Water Coolers . the waterless 
food warmers, appliance stands, workboards, sand- 
wich tables and counters. All were created by Bastian- 
Blessing to operate smoothly with the absolute mini- 
mum of maintenance, and all have been skillfully in- 
tegrated here into one eye-appealing, step-saving, 
profit-building assembly. 

The next time one of your customers plans to mod- 
ernize an existing store or open a new one, tell him to 
investigate the advantages of Bastian-Blessing prod- 
ucts. You'll find it’s a mighty good way to give your 
gallonage volume an upward boost. 


ThoBASTIAN-BLESSINGC<. 


4215 W. Peterson Ave., Chicago 30, Ill. 


Qualified Sales and Service Outlets in All Principal Cities 
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JULY 12-13—University of Florida, 
Gainesville, Florida: 
Field Day. Information 


trom Protessor E. L. 


annual Dairy 

available 

Fouts at the 
school’s Department of Dairy Seci- 
ence. 

SEPTEMBER 6-7—Cornell Univer- 
sity, Ithaca, New York; Dairy In- 
dustry Conference, Statler Hall. In- 
formation available from Professor 
J. C. White of the school’s Depart- 
ment of Dairy Industry. 

SEPTEMBER 7—University of New 
Hampshire, Durham, New Hamp- 
shire; 3rd annual Dairy Plant Man- 
agement Seminar of New England. 
Information available from Professor 
H. C. Moore. 

SEPTEMBER 26 — University of 
Wisconsin, Madison, W isconsin; Be- 
ginning of twelve-week course in 

Information 

available from Professor H. C. Jack- 

son of the school’s Department of 

Dairy Industry. 


Dairy Manutacturing. 


| Short Courses 








OCTOBER 31-NOVEMBER 3— 
Oklahoma Agricultural and Mechan- 
ical College, Sullwater, Oklahoma; 
annual Dairy Industry Conterence. 

Information available from Protessor 

H. C. Olson of the school’s Depart- 


ment of Dairying. 


NOVEMBER 13-15—University of 
Maryland, College Park, Maryland; 
7th annual Dairy Technology Con- 
ference. Information available from 
Professor W. S. Arbuckle of the 
school’s Department of Dairy Hus- 
bandry. 


NOVEMBER 26-28 — Montana 

State College, Bozeman, Montana; 
Short 
Information available from 
Protessor J. A. Nelson of the school’s 


Department of Dairy Industry. 


16th annual Dairy Industry 


Course. 


JANUARY 7-FEBRUARY 29— 
Michigan State College, East Lan- 
sing, Michigan; Dairy Manutactur 


ing Course Intormation available 
trom Ralph W. Tenny, Director ot 


Short Courses, at the school 


JANUARY 21-FEBRUARY 2— 
Maryland, 
Maryland; 3rd 
Short Information 
available from Protessor W. S. Ar- 


buckle of the school’s Department ot 
Dairy Husbandry. 


University ot 
Park, 


(ream 


College 
annual Ice 


Course. 


FEBRUARY 19-21—Oregon Strate 
College, Corvallis, Oregon; Dairy 
Manufacturing Short Course.  In- 
formation available from Professor 
G. H. Wilster of the college’s School 


: ] 
of Agriculture. 


MARCH 25—lowa Strate College of 
Agriculture and Arts, 
Industry Day. 


Information available trom Protessor 


Mechanic 
Ames. Iowa; Dairy 


C. A. Iverson of the school’s Depart- 
ment of Dairy Husbandry. 


STOP looking for that ‘‘different’’ flavor. 


Here's one your customers will GO for... 


LIMPERT'S 


Bright red and green 


Vine-ets. Write or wire for details. 


Highest Value for 


a Low Flavor Cost 


LIBERAL SAMPLES SENT ON REQUEST 


Oo 
BROTHERS, INC. VINELAND, N. J. 
NEW YORK SALES OFFICE, 33 WEST 42nd STREET 


FOR SEPTEMBER 
BUTTER PECAN 
CHERRY CUSTARD 
COCONUT CUSTARD 


Colortul Streamers for 
Limpert's Monthly Specials 


Quality Superb Fruits, Flavors and Extracts for the Ice Cream Industry 
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what popudoni 


HOOTON 
@ CHOCOLATE 
FLAVORCOAT 


boosts the sales of ice cream 
bars and novelties 





pail coating made with 
chocolate liquor 


reduces coating costs 


fast setting speeds 
production 


most delicious 


Trolehael ma lelaele bs maer 
alal-ae Gh alolaellelscmeiisla-meneh 44 
NEWARK 7 NEW JERSEY 
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This ice cream won't 

ever impress 

customers. Grainy ice 

>. crystals have formed, 
destroying 

creaminess and its 
reputation, too. 


inside ice cream... 


is the secret of its sales! 


What a difference between these two ice creams! The creamy mix will 
stimulate sales; the grainy mix will not. And yet both were made This smooth ice 
; ; cream has extra sales 

the same way, with the same ingredients except for one thing: power. It was 

the smooth ice cream was stabilized by SPA*. stabilized by SPA 

The explanation is simple. SPA is the only gelatin created specifically | to Keep it creamy 
; —_ ;, a ; , and satisfy more 

for ice cream stabilization, and it does its important job to perfection. onteses, 

Here at last is a stabilizer you can depend on to help blend all the ingredients 

and produce a smooth creamy mix. You never get ‘flavor lock” when 

you use SPA. Instead, all the goodness of the ice cream bursts 

forth instantly on tasting. And of course it’s natural to stabilize ice cream 

with such a natural pure food product. 

Surprisingly, although SPA helps produce the kind of ice cream that 

sparks sales, it costs much less to use than other stabilizers or other gelatins! 

This fact alone should inspire you to try it in your own mix. Write today 

for the complete facts, and we'll include a copy of “This Is Your Business”, 

the fascinating story of stabilizers. 


B. Young & Co. 


of America, Ltd 
20 EXCHANGE PLACE. N.Y.5.N Y 

Famous as moker; of 

fine English gelotines 


since 1818 
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PROVED ADVANTAGES 


* + * Natural Body 
In ever-growing numbers ice cream manufacturers are + + Uniform Viscosity of Mix 
discovering the advantages of Dariloid and Dricoid... 0 ¢ No masking of Naver 
+ + * High resistance to heat shock 
++ + Clean, attractive meltdown 
Dricoid assures ice cream with consumer-pleasing ***WNo protein de-stabilization with resultant 


NATURAL BODY. wheying off 
+++ Flexibility and wide range of stabilization 


are proving to their own satisfaction that Dariloid or 


This industry-wide preference for Dariloid and Dricoid 

— oe ney = yess ee DARILOID”... DARILOID Xt 
- ifiers in gallons of ice cream stabilized. 

ae . DRICOID”... DRICOID XL 


Stabilizers and stabilizer-emulsifiers to meet all 
plant requirements 


products of K c LC 0 COMPANY see 


20 N. Wacker Drive 31 Nassau Street 530 West Sixth Street 
Chicago 6 New York 5 Los Angeles 14 





Cable Address: Kelcoalgin — New York 





WORK SIMPLIFICATION 


in the ICE CREAM INDUSTRY 





/ n Various Ice Cream Plants 





Using 24 GALLON 


MORRIS 
LOCKTOP 


PAPER CANS 


MANUFACTURED } MORRIS PAPER MILLS e@ 135 SOUTH LA SALLE ST., CHICAGO 3, ILL. 
ANO orsTRipUre? *") MATIONAL FOLDING BOX CO. e@ NEW HAVEN, CONNECTICUT 
Also Distributed by CHERRY-BURRELL CORP. * The CREAMERY PACKAGE MFG. CO. © Branches in Principal Cities 
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T_YOUR SERVICE... 


= 


e A contract with Mathieson for Dry Ice assures you a steady 

supply—delivered when you need it. To make this 

service possible, Mathieson maintains 17 strategically located 
warehouses throughout the South and Middle Atlantic States, 


supplied by one of the world’s largest carbon dioxide plants. 


Mathieson Dry Ice is pure—ideally suited for the 
refrigeration of foods and the carbonation of beverages. 


A call or visit to your local Dry Ice warehouse will 


show how you can benefit by using Mathieson’s top-quality 


Dry Ice backed by top-flight service. Mathieson Chemical 
Corporation, Mathieson Building, Baltimore 3, Md. 


SERVING INDUSTRY, AGRICULTURE 


! 
l 
i 
I 
I 
I 
i 
4 


ISON DRY ICE 
REHOUSES 


Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Greensboro, N. C. 
Jacksonville, Fla. 
Knoxville, Tenn. 
Memphis, Tenn. 
Nashville, Tenn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Philadelphia, Pa. 
Richmond, Va. 
Saltville, Va. 
Washington, D. C. 
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AND PUBLIC WEALTH 
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HEN television ascended to its present role as 
a major entertainment source for millions of 


American families, pessimism ran high in cer- 


tain quarters ot 


Fear was 
prevalent that the expansion of this new medium 


would confine Mr. John Q. Public to his home, and 


the question raised was: “If the customer becomes a 


the ice cream industry. 


‘stay-at-home’, who is going to go into retail stores to 
buy ice cream?” 

A satisfactory answer to that question is provided in 
the statistics which show that ice cream production for 
the first five months of 1951 is running four per cent 
ahead of the same period in 1950. A pertinent cor- 
relary of this production figure is the fact that never 





BIG TOP’ is a National Dairy Products Corporation-sponsored 
television show. Here are, left to right, Ringmaster Jack Sterling 
and Clowns Ed McMahon and Chris Keegan getting finishing 


touches from the make-up man before the show. 





Ice Cream Fierp, July 1951 


before have there been so many television sets in 
American homes as there are today. It is believed that 


the number exceeds 10,000,000. 


No person in his right mind would dispute the 
theory that television has altered the living habits of 
most Ask the manager of your local 
motion picture theatre. He will tell you about reced- 
ing box office receipts, and if he is oblivious to current 
trends, might ever attribute declining patronage to the 
inferior quality of Hollywood films. But if he has kept 
pace with a constantly changing world, he will recog- 


Americans. 


nize the irrefutable phenomenon known as television, 
and he'll be able to recount to you the techniques that 
he has employed to offset the decline in the frequency 
of movie-going. Chances are he’ll point to the recently- 
installed refreshment stand, where theatre patrons can 
purchase ice cream, candy, soft drinks, pop corn, and 
similar products. He'll tell you that even the most 


stubborn theatre manager, with the most antiquated 


notions about the motion picture house being reserved 
exclusively as a place to exhibit films, has cast aside 
these notions because of the necessity of finding a sub- 
stitute source of profit. 


The point of all this is to convince you—the na- 
tion’s ice cream manufacturers—that television’s in- 
fluence on your sales figures can be what you make it— 
what, in effect, you want it to be. 


Naturally, you want television to exert a favorable 
influence on your business. The question is, “HOW ?”. 


First, cognizance must be taken of the undeniable 
tact that people who own television sets live differently 
than their not-so-fortunate counterparts. For one thing, 


2] 








FAMOUS BOVINE Elsie turns up in puppet form on ‘spot’ com- 
mercials sponsored by the Borden Company. Above is pictured a 
scene from a recent advertising message. 





they remain home in the evenings. Surveys have shown, 
for example, that: 

(a) More than two-thirds of those persons own- 
ing sets stay at home at night with greater fre- 
quency now than before video was installed. 

(b) Close to half of these persons entertain at 
home more now that they own television sets. 

(c) Television ownership means, in addition to 
decreased motion picture patronage, less time 
allocated to reading magazines and newspapers 
and to listening to the radio. 


Once these trends are discernible, the ice cream 
manufacturer must shift his sales approach if he is to 
cash in on the advent of television. Three methods of 
attack are recommended: (1) The ice cream manu- 
facturer should reinforce his merchandising program 
in all Don’t 


(2) Part of the revamped sales program 


outlets. surrender unconditionally to 
television! 
should be “angled” at the new television market. (3) 


Use television yourself as an advertising medium. 


The first phase of this program—more aggressive 
Manu- 


tacturers should adopt a more positive approach to 


merchandising—is desirable—television or no! 


their relationships with dealers. Specifically, manu- 
facturers should do everything in their power to help 
dealers sell more ice cream. In effect, the dealers must 
be shown how, through fountain specials, store clean- 
liness and atmosphere, appropriate point-of-sale ad- 
vertising, and simple courtesy, they can sell the maxi- 
mum amounts of ice cream to those customers who in 
this video era still venture into their stores. 

The the 


material to attract the new 


second phase slanting of promotion 


market—involves princi- 
pally the use of suggestive selling techniques. Point-of- 
sale materials such as back-bar, strips, window signs, 


and store posters should call attention to the fact that 


television-viewing is even more enjoyable with an ac- 
companying ice cream snack. Many ice cream manu- 
facturers throughout the country have been making 
extensive use of this technique, among them the various 
branches of the National Dairy Products Corporation. 

Newspaper advertising should also drive home the 
idea of the compatibility of television and ice cream. 
Accompanying this article are two examples of this 
copy approach, as utilized by High’s Ice Cream chain 
and Bard’s Dairy organization. 


Accent On Quantity 


An important aspect of the campaign to induce video 
viewers to eat more ice cream is the type of products 
that should be suggested for home consumption. Stay- 
ing at home rarely means alone, and with more people 
playing host to more people, the potential exists for 
unprecendent volume in take-home gallonage. Na- 
turally, the larger size containers of ice cream come to 
the fore. What a singular opportunity to sell gallon 
and half-gallon packages! 

If the consumer does not feel that the palate-pleas- 
ing characteristics of ice cream are incentive enough, 
urge your dealers to tempt him further with tie-in 
offers and similar ideas. 

As one authority in the ice cream industry put it 
recently, “widespread television reception may revolu- 
tionize the American home kitchen so that it becomes 
a home soda fountain and luncheonette.”. Why not 
help accelerate this conversion? Make sure that dealers 
are provided with the necessary “home-use” products, 


(Continued on page 04) 














Tonight on Television 
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ADVANTAGEOUS LOCATION was obtained for this High's Ice 
Cream Company advertisement in a Washington, D. C. news 
paper. Since the copy stressed ice cream's role as a companion 
to television viewing, the ad was placed above the newspaper's 
listing of television programs. 
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always _ 


a jump ahead 


with ICN... 


’cause ICN brings you the products your customers want — 
and the promotions that make those products 
sell and sell again. 


Take our point-of-sale advertising, for example... 
hundreds of new, full color streamers and 
posters that will keep ’em asking for “Icy Frost” Twins, 
“Fudgi-Frost”, Donald Duck “Ducky Dubble”, 
“Pluto Bar”, and all the rest of 
those delicious confections from ICN, 





gus Comt prop 
to Build 9.C.N: 


— 3 3 "ICY-FROST”, “FUDGI-FROST’, "DUCKY DUBBLE” and ‘PLUTO BAR” are 


= J; Trode Marks of FRUIT PRODUCTS CORPORATION, NEW YORK, N. Y 
A | 


‘mae 
; Ice Cream 
yee i'sh% 0), ae aes 10M (eee hae i216) 7 se). 
601 WEST 26th STREET, NEW YORK 1, N. Y. 


400 WEST OWIO ST 2744 EAST 11TH ST 100 STERLING ROAD 
CHICAGO, HL. LOS ANGELES, CALIF TORONTO, ONTARIO, CANADA 





Copyright 195! Fruit Products Corporation, New York, N. Y. 
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GUEST SPEAKERS at the formal launch Senator Herbert O'Conor of Maryland; Ridgway Kennedy, Jr., President of the 
ing of the Ice Cream Centennial in Balti Governor Theodore R. McKeldin; Mayor International Association of Ice Cream 
more on June 15 included (left to right) {of Baltimore) Thomas D'Alesandro, Jr.: Manufacturers. 








Lentennial Launched! 


v 


ek © Gr g daly Wat 5. Ver hh RS. (arrie Fussell! Craft of Larchmont, New 
VW ts TtbR ry seek: aces a coe York, was named the “First Lady of the Ice 
“+ Stele . rata va TSHR Cream Industry” during a city-wide celebra. 
n® ee ie “ t the ice crez dustry’s 100th anniversary held 
x ry Poy tion Of the ice cream ind a ary ne 
June 15 in Baltimore, Maryland. Mrs. Craft, now 
eighty-four vears old, is the only living child of Jacob 
Fussell, who fathered the industry in 1851 by opening 
the country’s first ice cream plant in Baltimore. 

As 6,000 persons looked on, Mrs. Craft unveiled a 
bronze commemorative tablet at the site of the first 
plant, now the Hillen Station of the Western Mary- 
land Railway Company. The unveiling set off a na- 
tion-wide celebration of the Ice Cream Centennial, 
which will be marked all over America this Summer 
and Fall with special events. L. Manuel Hendler of 
Baltimore, chairman of the National Ice Cream Cen- 
tennial Committee, presided during the day’s festivities. 
The commemorative plaque was dedicated jointly by 
the Maryland Historical Society and the International 
Association of Ice Cream Manufacturers. 

Two hours before the huge throng jammed into the 
narrow streets of “Old Town” where Mr. Fussell first 


(C onftinued on pare 68) 





PART OF the vast throno attending the official launching of the 
ice Cream Centennial is pictured above. Shown also are some of 
the trucks of Baltimore ice cream manufacturers that served as 
dispensing centers for 10,000 servings of ice cream given away 
free during the ceremonies. 
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A single design for pint, quart 
and half-gailon packages 


] Cc S C a E A M mokes a complete carton family, 


‘Does your ackare * 


wall ciel 7 womens“? 


Color, design, the appearance of quality—all attract women 
buyers in self-service stores. And that’s where the biggest ice cream 
sales are made today. Is your package the one that women choose? 


ee en 


Let us show you thrifty, efficient ways to put more selling power 
into your whole package line—your linerless cartons, fill-freeze pails, 
counter-fill or carry-out pails, and bulk units for home storage. 


You get these strong selling aids with Concora Linerless Cartons 


. Exclusive use of new, tested stock carton designs. 

. Special designs created for you by skilled designers. 

. Color control and fine printing—brilliant and precise. 

. Vellumite carton stock—handsome, tough, moisture-resistant. 
. The handy, easy-to-open Nu-Mode front seal. 

. Faster, easier packing—by hand or machine. 

. Approved by manufacturers of automatic packing equipment 


. Delivery from strategically located points 


CONTAINER 
CORPORATION 
OF AMERICA 


Chicago, I!/inois, and 23 other cities 
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FOOD FAIR SALES 
STEADY ALL YEAR 


ITH more and more ice cream reaching the 

American public via the super market, Ice 

Cream Fievp has attempted in recent months 
to describe the experiences of the country’s largest 
chains of self-service food stores as they vie for the ice 
cream dollars from Maine to California. 





One of the organizations that has distinguished it- 
self in this field is Food Fair Stores, Inc., with main 
offices in Philadelphia. Consequently, a reporter for 
this magazine was dispatched to the City of Brotherly 
Love, assigned to interview an executive of this super 
market concern. The executive turned out to be Harry 
Blask, Food Fair’s ice cream specialist, and he analyzed 
the firm’s ice cream merchandising practices, as fol- 
lows: 

“At the present time, all of our 129 stores carry 
ice cream. The usual inventory is comprised of half- 
gallons, pint packages, ice cream cake rolls, and the 
“party” pint rolls. 

“We feel that the most interesting feature, insofar 
as the super market operation is concerned, 
is the relative lack of a seasonal trend in 
ice cream sales. This contrasts with the 
experiences of smaller neighborhood stores. 
In checking the Food Fair markets on a 
January-to-December basis, we find that 
while there may be a switch from one par- 
ticular variety or type of cur ice cream 


(Continued on page 80) 





TIE-IN SALES have aided Food Fair ice cream 
sales. In the photograph at the left is seen a small 
display rack built over the Authorized Cabinet 
Company ice cream cabinet. Toppings, maraschino 
cherries, and cones comprise the suggestive display. 
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CABINETS INSTALLED in the A & P super markets 
in New York and New Jersey were manufactured 
by the Savage Arms Corporation, and are known 
as the Model M-9 (see illustration at the right). 
Note the superstructure which attractively calls at- 
tention to the availability of ice cream. 





ICE CREAM NOW IN 
ALL A&P BRANCHES 


HE nation’s largest food retailing chain in June 
began selling ice cream in a total of 300 super 
markets in New York City, Long Island, West- 

chester County and the state of New Jersey. 


It was the first time in the history of the Great At- 
lantic and Pacific Tea Company’s Eastern Division 
that ice cream has been offered to its customers. Six 
other divisions of the chain have sold ice cream for 
many years. 


The move was announced by headquarters of the 
Eastern Division in New York as one taken in line 
with the firm’s policy of “stocking all foods under one 
root.” 


Products being sold in the division’s stores are pint 
and half-gallon packages of ice cream. Flavors include 
vanilla, strawberry, chocolate, and Neapolitan. 


Four brands of ice cream are being featured. Na- 
tional Dairy Products Corporation is supplying two 
brands—Sealtest and Wellesley Farms. Retail price 
of the former has been set at thirty-seven cents per 
pint and $1.29 per half-gallon. The ice cream pack- 
aged under the Wellesley Farms label sells for twenty- 
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nine cents per pint, and is not packaged in the half- 
gallon size. 


The Borden Company is providing the other two 
wrands sold in the A&P’s Eastern Division outlets. 
They are Borden and Dairy Made. The Borden brand 
is selling for thirty-seven cents per pint and $1.29 per 
half-gallon. The Dairy Made brand is listed at twenty- 
nine cents. It is not packaged in the half-gallon size. 


A company spokesman pointed out that insulated 
bags are issued without charge to each purchaser of ice 
cream. 


Cabinets and Superstructures 


Ice cream cabinets have been placed strategically 
adjacent to the frozen food departments of the food 
stores. Cabinets purchased by the Borden Company 
and the National Dairy Products Corporation from 
the Savage Arms Corporation are being used ex- 
tensively in the Eastern Division’s super markets. 
Superstructures afhxed to the cabinets illustrate at- 
tractively the fact that ice cream is available. 


The New York City National Dairy Products plant 
is the source of the ice cream sold in the metropolitan 
area while the Paterson, New Jersey plant of the 
Borden Company furnishes the ice cream to the A&P’s 
Garden State outlets. 


Initial response to the inclusion of ice cream in the 
A&P’s Eastern Division super markets was described 
as “very good” by officials of the organization. 





What | Saw In 


Scandinavia 


BY LOUIS A. CARLINER 
Bettar Ice Cream Company 


Baltimore, Maryland 


] AM VERY HAPPY to be afforded an oppor- 


tunity to write about the ice cream industry in 

the United States at this particular time. June, 
1951 is being celebrated by our country and by our 
industry as the 100th year of the existence of the 
wholesale ice cream business, which was founded in my 
own city of Baltimore. 

One hundred years is but a short span to you and 
your history of Vikings and Elsinore Castle, but to 
uS a hundred years ago was but the seventy-fifth year 
in the history of our country. 

1850, and 


merely a retail and home operation. People made ice 


Jacob Fussel, ice 


Prior to cream was 
cream to be eaten within hours after its manufacture. 
Actually, of course, it was not ice cream in our sense 
of the word, because there was no means of freezing 
it to a firm state as we do today. In these times ice 
cream in the United States is made not for the next 


tew hours, but often for the next few months. as in 


the case of ice cream on-a-stick, trequently made in 


the spring and stored for mid-summer sales. 
Beginning in 1851 in Baltimore, Maryland, ice cream 





ABOUT THIS ARTICLE 


In connection with an Ice Cream Exhibition 
scheduled for August 22 and 23 in Copenhagen, 
Denmark, a special issue of Nordisk Mejeri- 
lidsskrift (Scandinavian Dairy Journal) will be 
published. Robert Hansen, Editor of the pub- 
lication, has invited Louis A. Carliner to com- 
pare the ice cream industry in the Scandinavian 
countries to that in America. Mr. Carliner, who 
toured Europe and inspected many 
dairy and ice cream plants there, prepared the 
accompanying article in answer to Mr. Hansen’s 
request. 


recently 











was first made in large quantities to be sold to the 
consumer by a retailer instead of being made by the 
retailer to be sold to the consumer. This was the 
beginning of the wholesale ice cream business. 

Now comes the era of production progress: when 
insulation of cork board took the place of sawdust 
between walls; when the power freezer took the place 
of the hand freezer; when brine cooled by ammonia 
took the place of ice and salt as a means of refrigera- 
tion. 

Then came the electric cabinet. Nothing did so 
much to make ice cream an everyday item, in my opin- 
ion, as the advent of the electric cabinet with its ability 
to serve good, firm ice cream to the consumer. With 
the electric cabinet came the opportunity to serve 
dealers at greater distances and to make large quan- 
tities of ice cream that would reach the consumer in 
good condition. 

We next come upon the era of the novelty—the 
stick confection, the chocolate-coated bar, the ice cream 
sandwich, the ice cream cup—all these made it possible 
to attract the children and to create in them the desire 
to eat ice cream; and when they grew up and became 
parents they encouraged their children to eat ice cream. 

A new merchandising era then dawned—the era of 
taking ice cream out from behind the counter in the 
store and putting it right out in front in a beautiful, 
white glass and metal open cabinet. 

Putting ice cream in the food stores, instead of only 
in the drug and confectionery stores marked another 
milestone of progress. It helped immeasurably to 
make ice cream an every day food instead of a party 
or special occasion item. 

I was particularly impressed with the relationship 
between Denmark and the United States in the mer- 


| , 
({ onfinued or Pare BJ) 
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"It PAYS to do it the VITAFREZE Way! 


day in hundreds of ice cream plants from 
coast tO Coast, 
Regardless of your production needs you 
should equip your plant with this modern 
labor saving machinery. It will pay for itself 
in a surprisingly short time. You'll find a 
model to fit your needs and your budget. 


4+ SRS = SIMPLEX AUTOMATIC BAGGER. 
Super-Cold Set . _ Bags more than 450 dozen per 
BRINE TANKS —_ . -s§—- ee hour. Will save its owner more 


Write for FREE Catalog and more details 


wow ; L174 ‘Egnipment Tuc. 


SEALER & PRINTER i 6601 EASTERN AVENUE SACRAMENTO, CALIFORNIA 
| Sales Representative - Joe Lowe Corp. New York City 
* Patents Pending Reg. U. S. Patent Office 
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~\. and ICE CREA 


LONGHORN CREAMERY, INC., ABILENE 





ANY recent surveys have verified the fact that 
the greatest majority of ice cream purchases 


result from decisions made at the point-of-sale. 


Aware of this, ice cream manufacturers have been 
making increased use of advertising devices which 
impress their brand names on the minds of food store 
patrons. One of the most efficient point-of-sale tools, 
it has been found, is the decal. 


“Professor Longhorn” 


Typical decals are pictured on this page. They 
represent the style of full-color displays that Morse 
Decals, Inc. has been creating for many of the coun- 
try’s leading ice cream firms. The Longhorn Creamery 
decal is on the order of a novelty presentation. This 
Abilene, Texas concern has copyrighted a sketch of a 
cow which is known as “Professor Longhorn” and this 
trade-marked character is publicized in the firm’s ad- 
vertising. At the left is seen a familiar reproduction of 
the nationally-known novelty, “Mr. Big.” 

Aside from the obvious attractiveness of these dis- 
plays, and the resultant influences on sales, other 


(Contimued on page 8&4) 
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WHAT THE NORTH POLE COLD STORAGE AND ICE CO. SAYS ABOUT LIQUID SUGAR 





WHEN YOU USE FLO-SWEET,° YOU GET IMPORTANT 
SAVINGS IN MANPOWER 


When your sugar deliveries are to the HERE’S THE SIMPLIFIED 
kettle instead of to the curb, your sugar FLO-SWEET LIQUID SUGAR METHOD 
handling costs become sugar handling 


w Receiving Department — ne man pumps 
savings. The simple Flo-Sweet Liquid Flo-Sweet through closed pipelines into 


Sugar method of delivery, handling and your storage tanks. 
storage keeps manpower requirements at Warehouse—With Flo-Sweet, there is no 


_ a th labor needed. 
inimum and that saves you tim “—" 
°e y m Syrup Room—F lo-Sweet f-l-o-w-s through 
trouble, and money. sealed pipelines right into the process. 
You just can’t beat the fact that 3 One valve to turn—measured automati- 


. cally—no contamination loss. 
clean mechanical steps replace 10 back- Flo-Sweet also cuts processing time: no 


breaking storage and handling operations. waiting for dissolving, always an even mix. 


Supervision—W ith Flo-Sweet, a minimum, 
if any, supervision is required. 


. 


ITATION AND SERVICE 


’ 


PIONEERS INS SAVINGS, SAN 
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Mr. Howard Grant 

Ice Cream Field 

19 West 44th Street 
New York 18, New York 
Dear Howard: 

Your article in the May issue of your 
very good and highly respected trade 
}ournal under the caption, "Dare To Be 
Different," iS an invitation for me 
to come forward and criticize what in 
my judgment is definitely wrong. 


First, referring to the statement of 
yours, “Please remember that ice cream 
iS not a necessity and is bought mostly 
on impulse and to satisfy an emotional 
want." In the past two or three years 
we have seen and heard this expression 
too often. I contend that in no 
sense does this term apply to ice cream 
any more than it does to other staple 
lines of food. If you are sold on this 
idea as a fact, how will you reconcile 
our sales which this year will exceed 
45,000 gallons per store; and every 
customer must make up his mind to get 
in his car and drive to our location to 
purchase ice cream. We have nothing 
else to sell and therefore do not have 
any traffic in our stores other than 
those who come to buy ice cream. I 
would say that one-half of one percent 
of our sales would be due to impulse 
buying. 


usea 


second, it 1S our firm 
that volume cannot be 
Sundaes,or fire chief 
blowing. When you have 


conviction 
obtained by fancy 
hats with sirens 
volume to take 


care of, there is no place for fanfare 
or special sundaes, and if I ever do 
Sink to the depths and nerve-wrecking 
torture of letting customers make up 
their own sundaes in accordance with 
their own ideas and tastes it will be 
in connection with running a three-ring 
circus, with reservations for myself 
for the best cell in the most modern 
nut-house. 


Third, premiums and such—why should 
any one whose business it is to sell 
ice cream even consider such a non- 
sensical idea as offering free or in 
combination sale such things as a pen- 
cil, a pitcher, a vase, or a Simlar 
household item? Let the shoemaker stick 
to his last. Give them toppings, cones, 
ice cream dishes, ice cream sandwich 
wafers—in other words, give the cus- 
tomer the makings and the tools and 
have him working for you, digging and 
serving your ice cream, not aS an enm- 
ployee but as a customer. 


We of the ice cream industry have not 
&s yet made a dent in the possibilities 
of increasing sales. Perhaps more frank 
discussions, more criticisms by edi- 
tors, more disagreement among us of the 
ice cream industry, would develop more 
constructive ideas and one of these 
days someone may come up with the right 
answer on “How to Sell More Ice Cream." 


I Dare To Be Different. 
BONNIE DOON ICE CREAM CORPORATION 


H. J. Muldoon 
Mishawaka, Indiana 
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SALESMAN 


PRODUCTION MAN 


PURCHASING AGENT 
& a 


The 0-Purgose Emulsifier for 
Ice Cream and Low Fat Mixes 


NA-PE-CO Is Easy to Use... Economicai. Na-Pe-Co has been 
scientifically blended and processed . . . is 97‘; solids. It is easy to handle 
.. entirely soluble, blends with any formula. 


NA-PE-CO Reduces Whipping Time. By improving emulsification . . . 
Na-Pe-Co reduces whipping time, yet permits more closely 
controlled over-run. 


NA-PE-CO Produces Dry Ice Cream. Na-Pe-Co makes it possible 
for the mix to incorporate and retain air at lower freezing temperatures, 
resulting in a firmer bodied, drier ice cream. It is this fine texture and 
firm body that enhances the dipping quality of bulk ice cream. 


NA-PE-CO Improves Body and Texture. Through improved 
emulsification, Na-Pe-Co in conjunction with any stabilizer . . . provides 
your finished product with creamy smoothness despite varying temperatures 
and heat shock. Ice Cream made with Na-Pe-Co melts down evenly ... oueen 
retains its velvety smooth texture. 


2 a 


CONSUMER 


Ag 
2656 W. CULLERTON ST CHICAGO 8, ILLINOW 


ational ECTIN SW) a 
Ne (pam Comp fle Ne bs 
= — - | ‘ Meg 


- ; . : ‘ 
a:* . , 
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You Will Make a Better Product When You Use a Harconal Stabilizer or Emulsifier 











“wH;ae) SHERBET SPECIAL 


Your kee (ream EFFECTIVE MAY 4th TO MAY 13, INCLUSIVE 
Ou c¢ 


3 a Pint 69° Quart 


REGULARLY PRICED 40c Pint...79%¢ Quart 


Berd's SHERBET is not to be confused ~ith 
lees. Berd's SHERBET is made with milk, 
not water, and it is fevered with the 

finest of fruit Revers and sweetened with 

pure cane woer. A fine quo lity prod- 

wet es rich end faevortul end delicious 

as Berd's femous Ice Cream We in- 

vite you te try it for « refreshing 

treet 











Pogue nanan reser re sree rere eee Sea 
ety . vis wee 


/ ] \AKE a look at the sherbet advertisement re- 


reproduced at the top of this page. It was pub- 
lished in the Pittsburgh Press on May 4. 
Unusual, isn’t it? 


After all, how many ice cream companies have pro- 
moted sherbet aggressively within the last few years? 


And, one might ask, what happens when a prominent 
organization like Bard’s Ice Cream Stores undertakes 
such a promotion? To find out, an Ick Cream Fievp 
reporter consulted Lloyd A. Greene, Advertising 
Manager of the Pennsylvania concern. Said he: 


“As you know, during the war years we made a 
stretching product in which we ribboned sherbet of 


: he | various flavors through vanilla ice cream. 
We beg to diter with the gent emen 
of the press. At BARD'S. at least, the ee - , : 
nickle lee Cream cone is NOT a thing To my way of thinking, and to my own personal 
+ th as? it's a delicious, livin ; _ C : 
s sataendinen tend talk: emmainans al taste, this made a delicious and very refreshing product. 
2 greet venen Ay While However, since we were more or less cramming sherbet 
do on? e? anyone yo n - 
our nickle cones arent as Dig as they 
were before the war, they are still a ¢ 
good value for your money. Next time continued as soon as cream became plentiful, and the 
YOU have en f lce Cream 
scaly iter hy psalm: Ae rain product has never been resumed. 


and we will meet you at the door with 
open arms. 


down our customers throats, this product was dis- 


“Now with ice cream costs soaring, and with con- 





NICKLE CUSTOMERS are B 
ALWAYS WELCOME at A 


Your ke 


R D'S EFFECTIVE ADVERTISING is not a recent innovation at Bard's. 


Of the company's many Striking campaigns, perhaps the most 
Ceam ate noteworthy is the one pictured at the left. Published about one 

ea year ago, the advertisement illustrates the alertness which marks 
the firm's merchandising practices. 
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Colorful New Campaigns 
From The World's Largest 


Creator and Supplier of. 


ice Cream Promotional Material 


FLAVORIZED 
CARTONS 


PROMOTIONS 























THE ORIGINAL 


Dominations; double-face cross-wire and supplementary posters .. . the original volume builder. 


AND STILL 
THE LEADER 


yeors is a business lifetime. Thot's 
? how long weve been building 
ice Cream Sales and Profits. We've 


pioneered countiess ideas, plans and fia ; oyna 
vors. We pride ourselves on being ‘first vs 


= . araces 
with the finest.” CHOCOLATE - 
4 i ke Posters, frame inserts, streamers . . . available any flavor, all sizes. 
e ,, yp . : ¢ 


NAME IT... 
WE HAVE IT! 


Hufdreds of leading ice cream manufac. 
turers from coast to coast rely on Gundlach 
when any merchandising need arises. 
Bel@w ore a few of the countless ideas and 
materials available 


Dominations: Fountain and Dry Stop 
Posters, All Sizes. Frame inserts 
Displays 
for Walls, Ledges, Counters, Windows 
Bountain Servings 
Posters, Displays, Die-cuts 
Bulk Servings for every purpose 
Bockbar Channels and Cards 
Pockage Promotions 
Posters, Displays, Light Cord Hangers : 
omotions for = 
anette Bricks, Rolls, Tarts, Pies . ' Kaspberryr 
Flovor Boards: Mirror or Presthoard Sa ~ 
Chron-O-Grams. 12 Poster Calendars Merbel 
Bestoons, Backbar Trims 
Triangle Table Displays Sherbet posters, frame inserts, streamers . . . available all sizes, all popular flavors. 
Menv Folders, inserts and Clip-ons 
Weatherproof Truck Cards 
Aluminum Truck Frames 
Decals and Decal Valances 
Bockbors 
Signs 
indoor and Outdoor. Plastic, Glass, Metal 
Complete Agency Service 
Newspaper, Radic, Billboards, etc. 
Mats of Pictorials 


et tt SETI NS 


Glassware 
Plastic Dishes 
EDUCATIONAL 
Dipping Charts 
Merchandising Manvals 
Bill Spivins Dealer Bulletins 
Bive Books of Campaign Know-How 


e 
GUNDLACH 
PROMOTIONS 


Boost Sales and Profits 
Write, Wire or Phone for Details 


MAIN 
ATTRACTION 








Displays for ledges, wall-trims, case tops and windows . . . wide variety featuring pints or half-gallons. 


G. P. GUNDLACH & CO. 


“"SERVANTS TO THE DAIRY INDUSTRY’’ 


1201-07 W. Eighth St., Box ‘'A’’, Cincinnati 3, Ohio 





therm 








sequent boosts in retail prices, we looked around for EVERY TASTE IS 


something “special” to offer customers. Since sherbets 


cost less to make, we felt we could offer a special that Wiavial RIGHT 


our customers might buy, without our taking too great oo ae ATA 

a licking on the price reduction. at B ARD S 
“So we offered it at sixty-nine cents a quart, hand- 

packed, as against the regular, every day price of . 

seventy-nine cents. As a compromise, for those who, 

like myself, like the blend of ice cream and sherbet, 

we Offered a hand-packed quart of half-and-half for 


seventy-four cents. 


8-Day Special 


“We ran the special for eight days. We supple- 
mented the newspaper advertisement with window and 
inside store posters, fairly large and blatant. 

“We did not keep a record of individual store sales 
on this item, since we issued blanket credits on all 
sherkets ordered during the period of the sale, taking 
into account, of course, before-and-after inventories. 
We do know that the stores sold as much sherbet 
during the eight-day period as they sell in a normal 
three-week period. 

“Store supervisors estimate that only about twenty 
per cent of the sales were in half-and-half units, and 
this surprised me. I thought that more than half of 
our customers would have preferred the two-flavor 
combination. 

“The sherbet ad was the next to last of an extensive 
campaign that started last fall. With the next ad, 


which followed two weeks after, our planned campaign 
in the newspapers ended. The last ad, from the May 
20 Pittsburgh Press, is reproduced on this page. 


Flavor-of-the-Week 


“Throughout the summer months we will not re- 
sume newspaper advertisements, but expect to get go- 
ing again in the fall. However, we repeated the sher- 
bet special for three days, Friday, Saturday and 
Sunday, June 1, 2, and 3. We relied entirely on point- 
of-sale material for this sale. 

“We are also featuring during the summer months, 
a flavor-of-the-week. There are no special prices, but 
selected flavors will be spotlighted with point-of-sale 
material. We will alternate an ice cream flavor with 
a sherbet flavor each week. 


“May I say, in closing, that we enjoy a little better 
public acceptance for our sherbet because we have ’ 
never sold any ices. We have always made a better [) G 
than average sherbet, using exceptionally high quality lf, sis y 


ingredients. It is a really fine product, and we are 
quite proud of it.” 


“team Sore 
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BUSINESS built on bulk and ice cream mix that 
A shows a phenomenal increase in novelties and 

specialities is the story of Froskist Ice Cream 
Company, of Portland, Oregon. In the past two years, 
this thirty-tour-year-old manufactory has multiplied 
its novelty sales by sixty-eight per cent. 


There usually is a good reason for such a climb in 
business. When the Ice Cream Fietp man visited this 
Oregon plant, the answers were apparent. 

In the first place the management believes that if 
the consumer is offered a decent ice cream bar at an at- 
tractive price, the public will respond enthusiastically. 
Secondly, it ts imperative to use the latest, most et- 
hcient equipment. 

In the past several years the major investments at 
Froskist have been for improvements in the ice cream 
production room, beginning with the Creamery Pack- 
age freezers of forty and eighty-gallon capacities, plus 
a forty-mold brine tank. Several important additions 
are made each season. This year a new Vitafreze dip- 
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per is being installed, and is to be connected to the 
Vitafreze bagger. Anderson 
Brothers mold filler has been put into operation. 


Furthermore, a new 

Froskist has built acceptance for its novelties on a 
statewide basis as well as for its ice cream mix. Hav- 
ing started on a small scale in Astoria, Oregon, the 
firm brought its ice cream plant to Portland twenty- 
eight years ago. It is part of the lower Columbia 
Dairy Cooperative Association. Fully one third of the 
firm’s business is in ice cream novelties or specialties. 
Froskist indicates that about twenty-five per cent of its 
ice cream is in bulk. About thirty per cent of the 
business consists of selling ice cream mix and the 
balance is in bricks, pints, quarts, etc. Thus, in a state 
of rather small population, the Froskist ice cream plant 
is producing about one-half million gallons. (A photo- 
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ice cream 
sales T 


‘Ripple” & “Wave” 
Trader R 


BUTTERSCOTCH RIPPLE | 


STRAWBERRY RIPPLE | 

as 
CHERRY RIPPLE | 
crc nea 
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MARAMEL RIPPLE__1 
PINEAPPLE. RIPPLE 


MARSHMALLOM RIPPLE: | 


IPPLES 


DOUBLE R twor flavors 


Combining any 
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(RIPLE 


-) 


when blended with 


feature monthly 
flavor specials 
to help you sell 


Ice Cream manufacturers everywhere are blending 
their own vanilla ice cream with 

Ripple Sauces—increasing sales by run- 

ning Fudge Ripple as the basic flavor and 
featuring monthly specials from the other eleven 
flavors. And now—Double Ripple adds one 
more “first” for alert manufacturers to cash in 

on. Remember, ALL Ripple Sauces are Simple to 
Use—yjust cool and pump into your ice cream 

as it leaves the freezer. AND—ALL are Triple-Purpose; 
1) For Ripple ice creams; 2) For Tart Toppings, 
Sundae Cups, Ice Cream Pies (just pour from 

the pail and use); 3) For Flavoring ice creams. 


Send for Details and FREE Advertising Helps 


B A k ( | FLAVOR COMPANY | 


ADAMS & FULTON STREETS, PITTSBURGH 33, PA. 


WEST COAST: Fred Cohig, 1855 industrial, Los Angeles, Calif. 
CANADA, R. J. Campbell Co., No. 2 Dennison Road, Weston, (Toronto) 


NOW! Warehouse Stocks at Chicago, Ill. and Atlanta, Ga. 
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graph of the plant and office, including the garage and 


loading platform, is seen at the bottom of this page.) 


The executive presonnel is entitled to the lion’s 
share of the credit for the progress made in production 
and sales. General manager of the corporation is John 
Steele. 


gressive Bayard Hillway. 


Manager of the Froskist plant is young, pro- 
Working constantly with re- 
tailers and other ice cream manufacturers on both the 
novelties and the mix is likable Kenneth Jette, sales 
manager. The combination of production and sales 
management is the key to the sales gains over these 


past several years. 


Over eighty per cent of the promotional effort is 
The balance of 
the program is directed largely at radio and news- 
paper advertising. 


The 


comprised of point-of-sale material. 


firm believes in recommending modern mer- 


NOVELTY ROOM in the Froskist 
lce Cream Company plant, pic- 
tured at the top of Page 38, is 
one of the busiest areas in the 
firm's production department. 
But personnel engaged in filling 
quart packages, as in the photo- 
graph at the left, also are kept 
busy. The exterior of the plant 
is pictured below. 


chandising ice cream cabinets. Both open top and glass 
top equipment are used. The hinge lid top made by 
R. K. Merritt & Associates is found popular in retail 
stores displaying Froskist Ice Cream in cabinets. The 
firm is a strong believer in the use of a light shining 
down on the ice cream packages or novelties to provide 
better visibility to the customer. 


Promotion ideas are carefully studied by the Froskist 
executives. For example, a coupon is printed on every 
Marathon gallon square can. The coupon offers a 
Nuroll scoop free with ten coupons mailed to the ice 
cream manufacturer. It is also typical of this firm that 
a good bodied sherbet containing real fruit was intro- 

(Continued on page 85) 
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the manufacturer 





who lost his head 


in the 


Hard-headed, this manufacturer! He had the idea tect your ice cream after it leaves the plant? Switch 
that one ice cream stabilizer was as good as any to AMERICAN FOOD stabilizers! STA-VEL. the cmc 
other. But he kept losing “stops” until one day he stabilizer, and sTa-TEX. the emulsified cme stabi- 
lost his head. “What goes on?” he howled, storm- lizer, will make your ice cream everyone's favorite, 
ing through the hardening room. “Our ice cream giving it luxuriously full body and deliciously 


looks fine here, but it never gets to the customer s-m-o-o-t-h texture. And most important of all, 


4 Re , 
that way! STA-VEL and sTA-TEX will protect your ice cream, 


ls this happening to you? Are you losing gallonage keeping it rich-tasting....up to the minute it’s 


and goodwill because your stabilizers fail to pro- served! Why not ask us to prove it? 


STA-VEL, the CMC stabilizer ... STA-TEX the emulsified CMC stabilizer 


A AMERICAN FOOD LABORATORIES. inc. 


860 Atlantic Avenue, Brooklyn 17, N.Y. 


3968 NORTH MISSION ROAD, LOS ANGELES, CALIF PHILADELPHIA © BALTIMORE * DETROIT * CHICAGO * SAN FRANCISCO 
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Novelties are moving 
faster than ever these 
days, and one of the rea- 
sons is the advent of the 
super market as a prime 


outlet for ice cream. 





upecialty otores 


HEN it comes to merchandising novelties, one 
of the factors that must be considered is the 


type of outlet most conductive to high-volume 
sales. In recent years, the super market has emerged 
as one of the outstanding outlets of all products placed 
on the market by ice cream manufacturers, and the 
various novelties and specialties have more than held 
their own in the food store gallonage race. What is 
more, ice cream sales in super markets, as shown in 
numerous Ick Cream Fiecp studies of such operations, 
tend to be constant over a twelve-month period; 
seasonal fluctuations customarily are at a minimum. 
These developments have indicated to ice cream manu- 
facturers that super markets stand ready to perform 
a selling job for not only standard bulk and packaged 
lines, but for specialty items as well. 


At the May meeting of the Super Market Institute 
in Chicago, Ray Hahn, merchandising expert for This 
Week Magazine, emphasized the growth of ice cream 
sales in these stores and pointed specifically to Ice 


Cream ’n Cake Rolls as one of the “hottest” products 
in the grocery field. 


His chart showed that the sales volume out of ice 
cream cabinets is surprizingly constant in view of the 
vagaries of weather, and that in many stores the ice 
cream-cake combination, was of vital importance to the 
store operators. 


Multiple Flavors 


From the experience of the Newly Weds Baking 
Company, Ice Cream ’n Cake Rolls sell best when there 
are multiple flavors in the cabinets. In other words, the 
housewife is constantly looking for variety in her 
menus, and if the cabinet stocks only the chocolate 
cake and vanilla ice cream combination, it doesn’t sell 
as many units as if there were one additional flavor, 
such as Strawberry Ice Cream ’n Cake Roll, or Banana 
Ice Cream ’n Cake Roll, or any one of the dozen 
specials that can be made. 

The Newly Weds Baking Company supplies point- 
of-sale material without charge for a wide variety of 
flavor combinations. 
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...greater assurance 
of dependable ice cream cabinets 


In selecting your cabinets in these times of critical materials be doubly 


sure of their ability to last. Of vital importance is the refrigeration 
unit. Make sure it’s Copelametic . . . the Accessible Hermetic. 


Copelametic eliminates belts, seals, manual oiling . . . 





causes of 900 of refrigeration 
failures. And Copelametic units can 
be serviced on the spot if 


the need arises. 


DEPENDABLE $42””RFRIGERATION \ “i 
COPELAND REFRIGERATION CORPORATION 


SIDNEY, OHIO 
MANUFACTURERS OF: REFRIGERATION UNITS (OPEN-TYPE AND COPELAMETIC), WATER COOLERS 
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COATED CONES packed in paper cups for use in manufacturing 
Mr. Big are shown in top photo. Corrugated case has been 
removed. Center photo illustrates cones and cups placed, with 
divider, in wire basket, ready for filling. Chocolate cones without 
cups are pictured in bottom photo. These have been placed in 
wire basket and are ready for filling 


Cone Packaging 


Meets All Needs 


BY KENNETH S. KAGEN 


Keystone Paper Box Company 
York, Pennsylvania 


EAR after year, the cone has remained a funda- 
YY mental sales tool of the ice cream industry. Cone 

manufacturers, to serve the industry, have de- 
veloped different types of cones to meet varying sales 
and production requirements. They have also carefully 
studied the packaging of ice cream cones. As a result, 
cones are available today in a wide range of packages 
which keep breakage at a minimum, retain freshness, 
and fill the requirements of every type and size retail 
outlet and ice cream plant. 


The three basic types of cones present specialized 
packaging problems. 


The Molded Cone 


The most widely used type of ice cream cone is the 
molded cone. This cone is manufactured by the use 
of a male and female mold. It is available in many 
sizes and styles, the most common of which are the 
pointed cone and the cup. Molded cones are used only 
to dispense ice cream at the retail counter, and are 
not used at all in the manutacture of cone novelties 
in the ice cream piant. 


Currently, the most popular package for molded 
cones is the printed dispenser pack box from which the 
cones are automatically dispensed as needed directly 
from the package at the retail counter. Cones are 
packed 100 to the dispenser box, ten boxes to the case. 


Molded cones are available also in the regular pack 
chipboard box. Or, in the bulk pack, they come 250 to 


a corrugated box, four boxes per case. 


A more recent development in the field of cone 
packaging is the take-home pack. Generally a dozen 
cones are packed to a box, overwrapped with cello- 
phane and distributed through retail stores and super 
markets. The popularity of the home freezer and the 
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A complete Manual and Guide Book on 


“SODA FOUNTAIN OPERATION” 


by A. CHARLES DRAPER 


Foremost Authority on Fountain Planning & Operation 





CONTENTS WHAT is iT? io pages of practical, tested methods to 
1 Layout Principles install and operate soda fountains. No theory, just plain ex- 
Location—~T raftic perience and ideas currently in use to save labor, footsteps, 

if Volume time, and MAKE MORE MONEY at the soda fountain. 


ee  s Volume HOW TO USE IT — Read it yourself as a day to day 


Fountains in Drugstores guide to profits, management, customer service, and values in 
tli Menu retailing. Then give it to your salesmen, give it to your re- 
Suitable Menu—Pricing tailers and best of all, give it to prospective retail accounts. 
cc fuk ae ee | WHY YOU NEED ONE This booklet can save you 

IV In-store location of Fountain headaches and avoid mistakes for the retailers. It is well il- 
Seda Fountain Values lustrated with charts and a breakdown of cost in operating 
Equipment—How to Choose it various departments of drug and other retail stores. 

V Four Basic Functions 
Seda—Food HOW TO GET COPY Never before published in book 
Dishwashing—Customer Service form, your copy is now available by using the coupon below 

Vi Approach to Layout and the special money saving offer. Only limited copies are 


Layout Classified being printed on this first press run. You may 


have extra 
Comparison of Fountain Types 











copies at quantity discounts. 


SPECIAL OFFER 


Now you can get copies of this valuable book at greater gallonage and greater profits. This offer 
Special Quantity Discounts. Youll want copies may be withdrawn when quantity of books is dis- 
for yourself, your salesmen, and your dealers. It posed of. Order now as many books as you need 


will help you show your retailers how to get at these special low rates. 


CLIP AND MAIL TODAY — LIMITED QUANTITY AVAILABLE 


QUANTITY We Want to Use Your Book! 
D I S C0 U N T S$ Please send us copies of your new 75 page book, 


‘Soda Fountain Operation,’ at the Special Quantity Discounts 
1-4 copies $1.00 each fl 
shown. Check is enclosed. 
5-9 copies 85 ” 


NAME 
10-24 copies —” 


COMPANY 


25 up 50 ” ADDRESS 


CiTy STATE ZONE 


MAIL TO ICE CREAM FIELD, 19 W. 44TH ST., N. Y. 18, N. Y. 
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PRINTED BOXES for take-home packages of cones are shown 
above as they pass through the cutting press. 


purchase of ice cream in gallon lots make the take- 
home pack an excellent salesman for the idea of dis- 
pensing ice cream cones in the home. 

In all of these packaging methods, great effort and 
care has gone into developing packages that will mini- 
mize cone breakage. Dividers with circular holes are 
stamped within exacting tolerances. Special space-sav- 
ing techniques have been devised. The manufacturers 
of cones have cooperated closely with the manufac- 
turers of specialized packaging materials to facilitate 
cone retailing. 


The Rolled Sugar Cone 


Another type of ice cream cone is the rolled sugar 
cone. This cone is baked with a large amount of sugar 
content and has the taste of a hard pressed sweet 
waffle. As indicated by the name, this cone is rolled in 
the manufacturing process. The cone is first baked on 
a waffle iron and then is automatically or hand-fed into 
a roller. 

Special care has been taken devising packing 
methods for the sugar cone. Because of their high 
sugar content, these cones are more susceptible to mois- 
ture and have to be given greater protection than do 
molded cones. This accounts for the extensive use of 
cans in the packing of sugar cones. Usually 250 to 
30) cones are packed per can. 

Special moisture-resistant corrugated cases are also 
used in packaging sugar cones. These cases are asphalt 
or wax lined, or are wax wrapped. Cones are packed 
either 100 to 250 to the case. 


Sugar cones are now being packed in the take-home 
type of package with increasing frequency. 

A third type of ice cream cone is the coated cone. 
This is the type used only in preparing factory-filled 
cones in the ice cream plant. The cone is a rolled cone 
dipped in cocoa oil to give a simulated chocolate taste. 
The body of the cone is thinner than that of the rolled 
sugar cone for retail store sale. This coated cone is 
used in the manufacture of novelties like frozen 
Drumsticks, Mr. Big, Nutty Buddy, Sky-Hi, etc. The 
cone is filled at the dairy with soft ice cream, then sent 
through a hardening room, and, in the case of certain 
novelties, is dipped in chocolate and sprinkled with 
nuts. The ice cream manufacturer then puts the novel- 
ties into a paper bag and packs them in a moisture- 
resistant carton, generally in lots of two dozen. 


Packaging Techniques 


Because there are many methods of filling this cone 
in the ice cream plant, there is a corresponding variety 
of packaging techniques used for coated cones. 

Coated cones of the Drumstick type are usually 
packed in corrugated cases. For hand operation, the 
cones usually come in a bulk pack, 500 to the case. 
Sometimes returnable cans are used, and the cones are 
then packed 250 to 300 to a can and in some cases are 
shipped twelve to eighteen cans per crate. The cones 
are removed from the interior packing of the case and 
then placed into a basket for filling with soft ice cream. 
However, many ice cream plants are finding it cleaner, 
easier and less expensive to produce factory-filled cone 
novelties with various types of automatic equipment. 
For Drumstick type novelties, special packs are made 

(Continued on page 86) 


LARGE DIVIDER used to separate cones in corrugated cases 
is illustrated below. 
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from coast-to-coast 
the biggest names in 
ice cream are featuring 


Almond tlavors 


MEEL.THEAUT THAT'S MAKING 
ICE CREAM HISTORY 


Three years ago a group of ice cream industry leaders said “give us an almond 
product that retains its crisp fresh flavor in ice cream . . . one that is sterile and 
free from foreign particles . . . one that can be added directly to the mix”. 
Before that meeting in Washington, Exchange researchers had developed 
diced-roasted almonds . Shortly after came buttered-diced-roasted 

almonds . . . both products “tailored” to your needs. 

Today, from coast to coast, Buttered Almond, Toasted Almond, and 

other superb almond flavors are ringing up new sales records, 

crowding the “Big Three” for public favor. With hundreds of 

leading manufacturers they are regular flavors, top sellers 

all year around. 

Have you tried buttered-diced-roasted Blue Diamonds? 

They are sterilized at 310°. . . hand-sorted, vacuum- 

packed in 25-lb. tins. No handling! No shrinkage! 

No storage problem! Write today for prices and 

details of our contract delivery plan. 


BSuttered- Diced- Koaasted 


BLUE DIAMOND ALMONDS 


CALIFORNIA ALMOND GROWERS EXCHANGE... Sacramento, California 
Sales Offices: 100 Hudson St., New York 13, and 221 N. La Salle, ‘Chicago 1 
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Schaefer ice Cream Cabinets, Clearview Merchandising-Display Cabinets, Pak-A-Way Home end Farm Freezers. 











Schaefer Cabinets Sell More Ice Cream 








* 
Maintain Your Ice Cream Quality 
Give More Capacity for Your Dollar 
Schaefer Cabinets Stand up Longer 











Dipping capacities 
55 gals.—-9" containers, 


SCHAEFER ,INC. 


65 gal—8'4" containers. 3 SINCE 1929 » MINNEAPOLIS | 
Usable capacity: 14.9 cu. ft. : | . 





Spotlight Un Cup Novelties 


N ice cream circles, when talk centers on novelties 
Tons specialties, attention invariably focuses on the 

production and merchandising of ice cream in-a-cup. 
Here is a product that has been for many years one of 
the industry's bulwarks. 


With its and 


specialties, Ice Cream Fieip thought it only appropri- 


current issue devoted to novelties 


ate to report on the activities of a typical manufacturer 


QU re ey Er el 


—Z W 
= COBLE | 
\ Ice Milk 


CONTENTS 6 FLO. O75. 


of the paper packaging materials that are used in ice 
cream plants to turn out ice cream cups. With this 
idea in mind, a trip was made to Kensington, Connecti- 
cut, where the American Paper Goods Company plant 
is located. 


The manufacturing of round paper drinking cups, 
forerunner of today’s most popular type ice cream con- 
tainer tor individual portions, was pioneered by the 
American Paper Goods Company nearly forty years 
ago. Today, the company produces Puritan ice cream 
containers for dairies throughout the United States. 


Profit Margins Affected 


“Matching the fast pace set by the constantly grow- 
ing ice cream industry by supplying up-to-the-minute 
containers is our goal,” reports Warren Young, Gen- 
eral Sales Manager. 


“Today, with the cost of ingredients fluctuating and 
labor and selling costs on the rise, profit margins have 
been seriously affected, with the result that profit 


(Continued on page 83) 
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THE SHADE WITH 


When millions of kids of all ages 
keep cool with “POPSICLE” — 
all summer long — you have 
millions of reasons for 


repeat sales of 
ere: : < “ee al > - a 77 7 sat > 
}PopsiclG? Fudgsici&é 
Pd Creamsicil€? Dreamsici€@? Ice Cream? 
baa Ona. STICK 


® ‘‘POPSICLE,” ‘“FUDGSICLE,” ‘‘CREAMSICLE,” and ‘‘DREAMSICLE,” are registered 


trade marks of the Joe Lowe Corporation, New York, N. Y. 


JOE LOWE CORPORATION 


a) Bee 2 § 3 ey 8 eee ae fee | 8 eS ee eee ka 


400 WEST OHIO ST 2744 EAST IITH ST 100 STERLING ROAD 
CHICAGO, ILL LOS ANGELES, CALIF. (fe) fe), bfeomme). bf) ilemee 1. 7 Yer 


Copynght 1951 Joe Lowe Corporation 
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<e : 
OLDENROD fe. ream Company of Chicago is noted 
Gie its well-rourfleg operation, both production and 
sales-wise. Versat from the standpoint of product 
variety is another Goldent§d characteristic of which the vol- 
ume achieved with numerous novelties is indicative. 

One of the most successful—from the profit standpoint— 
novelties that Goldenrod has placed on the market is the Sky- 
Hi (ice cream-filled) sugar cone. Referring to this compara- 
tive innovation in the novelty field, Philip D. Sang, Vice 
President of the Chicago organization, notes that “it’s one 
novelty that seems to be little affected by weather conditions. 
Sales stay almost constant throughout the year.” 

Asked to enumerate reasons for what he termed “this seem- 
ing phenomena,” Mr. Sang said that the consumer likes “that 
big portion of ice cream in the old-fashioned rolled sugar 
cone. He likes the convenience of the sanitary paper cup 
wrapper that goes around ice cream and cone. These factors 
have resulted in a tremendous increase in our novelty sales.” 

The Goldenrod Sky-Hi merchandising program does not 
rely solely on the quality and sanitation of the product. Con- 
sistent sales effort is stressed, both within the organization and 
among dealers. Sales contests for driver-salesmen are held 
continuously. Point-of-sale material furnished by the Flare- 
Top/Eat-It-All Bakeries, producers of Sky-Hi honey rolled 
sugar cones, is installed in windows and on backbars of every 
Goldenrod dealer. Extensive promotion of the Sky-Hi bag 
redemption premium plan is featured on radio and television. 
Special attention is focused on “dry stops.” 

Production of this novelty involves “no more trouble than 
with any other item,” Mr. Sang reports. “We've set up a 
continuous production line in one small corner of our plant. 
The operation, as illustrated in the photos on this page, is 
efficient and productive, and sales surely warrant the effort.” 





FILLING OPERATION for Sky-Hi cones (top photo) takes up less than 
fifty square feet, centers around one table. Baskets carrying filled cones 
enter hardening room through small door at end of table. Next, leaving 
hardening room, cones are placed on steel racks prior to bagging. Next, 
bagged cones are dropred into chutes leading to waiting packers. Bottom 
photo shows complete Sky-Hi production line. Total space: approximately 
225 square feet. 
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af your we cream 
has a name... 


REPEAT IT AS THEY EAT ITF! 


This is a brand-conscious country. Do your 
customers know the brand name of your ice cream? 
Remind them, by keeping your brand 

on the fresh, crisp Lily* container that merchandises 
your product. As your ice cream is enjoyed, 

its goodness is directly associated with your name. 
That's the best way to make your brand 

recognized and respected on sight. 





























*T.M. Reg. U.S. Pat. OF. 


LILY-TULIP CUP CORPORATION 
122 East 42nd Street * New York 17, New York 


Chicage ° Kansas City » Les A les 
Sen Francisco * Seattle * Toronto, Caneda 
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Novelty Nuggets 


THE EAST... 


Y, ~ ~ opic of A 
ce SkS Selbiad 


CONE 


rUNWO products placed on the market by Wood and 
2 Selick Novelties, Inc. are designed to make ice cream 


specialties more attractive to consumers. One is a “Krunch 

‘ “Topping” which consists of a mixture of genuine nutmeats 
supplies such as almonds, filberts, and cashews together with apricot 
kernels and processed with sugar and corn syrup. It is 

the available in various grinds form a very fine meal-like product 

to a coarse, crunchy variety. A special grind has been de- 


COATED SUGAR CONES veloped for the coating of ice cream bars. The firm notes 


that “Toasted Almond Krunch” bars (such as the one 


pictured below, left) are enjoying enthusiastic consumer 
that make acceptance. 





Another noteworthy product is the arrav of colored 
coconut which makes possible unprecedented eye appeal, 
according to a Wood and Selick spokesman. Four colors 

= +8 currently are being produced: red, green, yellow and orange. 
taste \ Pry In addition, coconut in all four colors is blended to achieve 


a variegated, and multi-color effect. A typical coconut- 


covered bar is pictured above, at the right. 
better... | 


better ee [he Extrax Company has « stablished itself as a progressive 
ice cream and frozen novelty supply organization. The firm 
today offers an extensive frozen stick confection program 


for every size operation, Included in this program are point. 


i of-sale advertising materials, a premium redemption plan for 
& ‘il bags, newspaper and radio commercial service, and special 
BS iil 


promotions. 
537 Tiffany Street New York, N. Y. 


FE xtrax Company products include d cold water soluble 
Largest Manufacturers of Sugar Cones 


stabiltzer for water ice fudge, she rbet, and ice cream: several 
; 


chocolate products; truit-flavored and colored bar cOatings: 


and “Billy Marshmallow.” a frozen marshmallow on-a-stick 
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THE GREATER CAPACITY 


Up to 44 more storage space with no increase in floor 
area. Redesigned interiors allow far more efficiency 
in serving and handling 


THE ADVANCED ENGINEERING 


Even more reliable performance and lower upkeep 
for which Nelsons have always been famous. 


THE STURDIER CONSTRUCTION 


Better and more dependable product protection 
through years and years of trouble-free service. 


e THE BEAUTIFUL STYLING 


Trim, sleek and functional, the new Nelsons comple- 
ment and enhance every modern interior designed for 
attractive display and increased sales. 


qh. hiner ice cream cabinets can be bought, no mat- 


aan ZIP antile price! Here ts equipment THe i@ilae 


in value, backed by more years of experience, and 
the testimony of more satished users than any other 
available anywhere in.the world. Compare them! 
See for vourself why Nelson, for 53 years, has been 
the Pace Setter Of The Industry! See tor yourself 
this value-dominant equipment — proof positive that 
Nelsons are always “Built Up To a Standard, Not 
Down To A Price.” 


PROMPT SHIPMENT FROM NELSON WAREHOUSES: CHICAGO + PITTSBURGH +« READING, PA. + HOUSTON + DALLAS « HIGHPOINT, N.C. + WASHINGTON, D.C 
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© No material shortages to worry about. 


© Save money by reconditioning. 


Let Spear recondition, repair, and retin your 
present equipment. Your old molds and stick- 
holders will be returned as good as new. All 
damaged or broken parts replaced. All work 
guaranteed. 
MANUFACTURERS OF ICE CREAM 
EQUIPMENT FOR THE PAST 30 YEARS 


SPEAR tna 


126 Atkins Avenue Applegete 7.4313 Brooklyn, N. Y. 
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< onfe fion. < hocolate or 


This bar is prepared either with 
frust-flavored coating. 

Other specialty products in the Extrax array include Tar- 
tex, a standard liquid acidifier; Nutsi Dip, a pre-crunch 
blended coating; and Kone Kote “E”, which renders coatings 


and wafers moisture sho. k-resistant. 


7 * » * * 


14,400 FROZEN NOVELTIES PER HOUR is the 
reputed capacity of one Electro-Spur machine, as developed 
by K&O Laboratories, Inc. The Electro-Spur is a specialized 
automatic machine for stripping ice cream novelties from 
24-pin spur racks without damage to fragile dipped coatings 
or caramelization of the ice cream. 


The photograph above shows the complete Electro-Spur 
assembly. The vertical pneumatic cylinder on the left at the 
Here, 


two dozen novelties have just heen ejected into a special 


top raises and lowers the electrical contactor plate. 


electrically dis- 
charged to each pin, is in its upraised position and the contact 


receiving rack. The contactor place, having 


buttons are visible on its bottom side. In sequence, the spur 
rack will now pass from the machine and a new loaded rack 
will be drawn in from the chill tunnel on the right. 


* * * * » 


Ice cream rolls are gaining increasing stature as a source 
of profit to the ice cream manufacturer. Consumers look 
upon these specialties as treat-like desserts and ds ideal re- 
freshment for social gatherings. 


The Ludwig-l 


efficient methods of producing macaroon tice 


AN khart Company has studied and developed 
rolls. 
Vital equipment comprises wire mold frames and inexpensive 
paper liners and discs. 
one to serve four to five portions, and the other to serve 
Appropriate point-of-sale material has also 


been made available. 


cred 
The molds are available in two sizes— 


seven or nine. 


* * * * * 


ONE OF THE BEST KNOWN phases of novelty 


merchandising is the premium lid program sponsored by the 
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Lily-Tulip Cup Corporation—Dept. IF-7 
122 E. 42nd St., New York 17, N. Y. 


Please send samples and full information on the 
history-making Lily Mixrite cup and sundae dish. 
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WHAT DOES THIS MEAN TO YOU? 


It means you're not applying guesswork when you switch to paper. You're 

following the trend to bigger volume by giving the public what it wants. 

In Lily Mixrites even regular sundaes take on glamour — and it’s so easy to develop 
“specials” (see inset) that will bring customers to your fountain. Why? Because the 
Mixrite dish is made to give full vision: It’s 6’ inches wide, 1 inch deep — 

displays all the ice cream and toppings in ail their tempting goodness. And in 

sodas, the engineered, rounded bottom of the Mixrite cup sets up a “swirlpool action” 
that instantly blends all the syrup all through the drink. Even the newest clerk 

can’t fail to make uniformly delicious drinks. 

Lily Mixrites cost little — save much — in time, labor, and breakage. If you'd like the 
full history-making Mixrite fountain story, just fill out the coupon. 


: KS 
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LILY-TULIP CUP CORPORATION 
122 East 42nd Street, 

New York 17, &. Y. 

New York ¢ Chi ° 
Kansas City * Los es 
San Francisco * Seatt 
Toronto, Canede 


*T.M. Reg. U.S. Pat. Off. 








The Ice 


part of American culture since 1924, and since then, children 


Dixie Cup Company. Cream Dixies have been a 
hy ive heen Saving lids from these containers in order to obtain 
11 } | 
full-color photographs and other prizes. 
[he Foremost Ice Cream Company was the first to use 


! 


a recently-created variation of the original premium plan. 
Designed for a new economy in which the nickel no longer 
buys the value it once did, Foremost is now selling a five- 
ounce Ice Cream Dixie (see photo, above) for ten cents, 
and children are required to collect six lids rather than twelve 
(as in the case of smaller-sized Dixies) to obtain a large 


, . , 
color reproduction ot their tavorite movie stars. 


Pictured belon Is an ice cream tart, recently de veloped by 
Limpert Bros., Inc. 


Operation by whic h the se farts dre manufactured is @ nozzle 


An outstanding fe dture of the produc fion 


ny hi h forms a disting five decoratu nm in the ice cream as the 
tart dish is filled. whipped 


cream but the equipme nt neede d fo apply af. Also. the nen - 


This elimmates not only the 


ly pe fart may he stored m the cabinet OT hardening room ds 
long as any other ice cream product; n hippe d cream produc ts 
tend fo turn bron n atl li n more than 


femperatures after 


forty-eight hours sforage. 


Limpert Bros. has also introduced a noveityv ice cream 
calle d “Stop and Go.” 


< generous quantity of red and green, maraschino and mint, 


This product has met with 


/ 
This is a vanilla ice cream containing 


vine-ets ( peele d, seedless grapes.) 
wide spread success, da mpany spokesman reforts, espectally 


during holiday seasons. 
* . 


OFF-PREMISE SUNDAE BUSINESS 


stimulated with the use of the eight-ounce cup and point- 


can be 


Continuous, Smooth, Performance 


__ 


\ 


America’s forem¢ tor 


Increased operating 
increased profits. A y 
ica's foremost co s 
freezer, manufactures 

soft ice cream, frozen cusTard, ice 


ices freezer-fresh. 


mem 


milk and water 
Noiseless, automatic operation, no- 


‘ 
ect-draw dairy freezer 


a 
\ ae. 1 a 
. fords drip dispensing valve, lifetime stain- 


less steel construction— you'll find all 
these features and many more in the 
new 1951 Sani-Serv. Why consider 
royalties when you can earn ALL the 
profits with the Sani-Serv? 


Write for complete information today! 


luteal, Zaqvipment Salea.inc. 


824 SOUTH WEST STREET 


INDIANAPOLIS, INDIANA 
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MING WHEN ALL ICE CREAM 
E FILLED-AT-THE-FREEZER | 
ust AS: PINTS AND QUARTS ARE NOW... © 


TODAY—practically everything is packaged, ready to serve! An Ice Cream Cone, 
“*filled-at-the-freezer” is the modern way to get QUALITY — SANITATION — and 
PROFIT control . . . it’s ready to eat . . . thats MODERN MERCHANDISING. 


filled 
at the 
freezer 


NATION-WIDE TO 
GIVE YOU FAST DELIVERY 
ON ROLLED SUGAR CONES 


Aikens Food Products, Eort Wayne, Ind. 
Cooky Sugar Cone Co., Milwaukee, Wis. 
Cream Cone Machine Co., Columbus, Ohio 
Cream Cone Machine Co., Indianapolis, Ind. 
Drumstick, Inc., Fort Worth, Tex. 

Famous Foods, Inc., Detroit, Mich. 

Fares Cone Co., Dayton, Ohio 

Forrest Baking Corp., Chicago, Ill. 

Holyfield & Co., Mobile, Alabama 


Krispy Kake Kone Co., Los Angeles, Calif. 
The Greatest Krispy Kake Kone Co., Portland, Oregon 


Krispy Kone Co., Des Moines, lowa 
i p FE A F Mother’s Doughnuts, Honolulu, Hawaii 
. Purity Cone Co., Minneapolis, Minn. 
: —e Purity Cone Co., Pittsburgh, Pa. 
IN ICE CREAM Purity Sugar Cone Co., Albany, Ga. 
IN YEARS! “ee Purity Sugar Cone Co., St. Louis, Missouri 
R-Good Cake Cone Co., Baltimore, Maryland 
: S$. & S. Cone Corp., New York, N. Y. 
Added Stops, All dry Stops can serve Schuchardt Cone Co., Green Bay, Wis. 
os ” ' ; Sugar Cake Cone Co., Tonawanda, N. Y. 
° A packaged cone, ready to eat! U-Like Cone Co., Melrose, Mass. 
Woolwine Cone Co., Memphis, Tenn. 


ORIGINATORS OF 
CONE NOVELTIES 
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of -sale streamer illustrated below, says a representative of the 
Lily-Tulip Cup Corporation. 


The cup has a capacity of one large or two smaller scoops 
of ice cream and is convenient as well as sturdy for carry-out 
purposes. It is said to be ideal for beach and roadside stands, 
and even neighborhood stores. Lily-Tulip provides materials 
} 


sucn 


as the Stroller Sundae streamer without cost to the ice 
cream manutacturer. 


fopic of the mouth 


The Standard Fruit Product Company has developed 
several products that fall into the “novelty and specialty” 
category. These include ice cream pies, fruit tarts, ice cream 
rolls, and even an ice cream uffside-down cake. 


The photograph above shows the decorated, “sugarnut” 
raspberry-flavored we cream ple as Ut appears when the 
hoste ss takes if out of the cellophaned-windon box. This ice 
cream specialty, im ils attractive hexagonal package, lures 
many housewives as they pass low-te m perature display cases 
in retail outlets. Strawberry, peach, pumpkin, cherry, pine- 
apple and apricot we cream ples may also be made by we 
cream manufacture rs. 
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MASSEYS VANILLA gives ice cream that 
superb flavor that is possible only from a 
high grade vanilla made from finest quality 
vanilla beans. The first bite is rich and de- 
licious, and this is carried through to the 


last spoonful, 


leaving an aftertaste whose 


MASSEYS VANILIAS Ze 





Vanilla Specialists 


1214-16 WEBSTER AVE. CHICAGO 14. 


ILLINOIS 


mellowness and smoothness creates a_ very 
pleasing impression of your ice cream with 
the consumer. 


That is why we can say with confidence that 
our vanillas are real business building aids. 


Gset your customers reaction to this fine vanilla 
by writing today for a trial gallon of the type 
and strength vour preter—and taste the differ 


ence. Satisfaction guaranteed or your money 
back 


PURE VANILLAS 
VANILLA AND VANILLIN BLENDS 
IMITATION VANILLAS AND 
CONCENTRATES 
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improved chocolate 
ice cream bar 


coatings 


Here are coatings that have everything! Rich, full 
chocolate flavor—acclaimed young America’s top taste 
treat. More, there's uniformity that will amaze you 
and the kind of high yield and quick dry that pays off 
in bigger than ever profits. Don’t miss out on the de- 
licious new Johnston developments. See your Johnston 
representative or write 


ROBERT A. JOHNSTON COMPANY 
Milwaukee, Wisconsin ° Hillside, New Jersey 


CANDIES AND CHOCOLATE 
YH 
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IN THE MIDWEST... 


CREAM CONE MACHINE CO. 


supplies 
the cones 


for 


FROZEN DRUMSTICK 


AND 


MR. BIG 


> 


in 
Western New York 
Western Pennsylvania 
West Virginia 
Western Virginia 
Northern Tennessee 
Kentucky 


Indiana 


Ohio 


Dh 


|| THE CREAM CONE MACHINE CO. || 


|) 1195 Essex Avenue 1710 Luett St. 


Columbus, Ohio Indianapolis, Indiana il 








IN THE SOUTH 


"oe 


AND 


MR. BIG 


FOR A BETTER PRODUCT USE THE 
BETTER CONE 
SWEET CRISP AND DELICIOUS 
Shipped in Metal Containers or Cartons 


PURITY SUGAR CONE COMPANY 


ALBANY, GEORGIA 








MR. BIG AND 
FROZEN DRUMSTICK 


Purity Cone Co. is proud to 
provide the rolled sugar cones 
for these leading quality novel- 
ties 
IN THE 
PITTSBURGH AREA 


| PURITY CONE CO. | 
1320 Crafton Bivd. Pittsburgh, Pa. 
| IN THE EAST... | 


A! 4 


MR. BIG ano 
FROZEN DRUMSTICK 


U-Like Cone Corporation 
is proud to supply the 
rolled sugar cones for 

these leading quality 


novelties. 


in 
MASSACHUSETTS, RHODE 
ISLAND, MAINE, NEW 
HAMPSHIRE, VERMONT 


U-LIKE CONE CORPORATION 


22 Corey Street Melrose 76, Mass. 
MElrose 4-7270 
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They're Filled 
At The Freeser 


QO: of the trends discernible in ice cream plants 


recently is the increasing production of factory- 

filled ice cream cone items. Whether or not this 
tendency becomes a major factor in the manufacture 
of novelties remains to be seen, but at least one 
prominent organization attributes a substantial increase 
in the sale of its products to the inclination of ice 
cream manufacturers to produce filled-at-the-freezer 
cones. 

That organization is Drumstick, Inc. A recent survey 
by the company revealed that its “Mr. Big” and 
“Frozen Drumstick” specialties had achieved more 
than a forty per cent sales gain on a nationwide basis. 

There is no “magical hocus-pocus” behind these new 
profits to the manufacturer, says Barney Parker, ex- 
ecutive of Drumstick, Inc. He points out that the 
manufacturer is making a better ice cream cone and 
has stepped up his distribution. “He is realizing that 
il he makes ’em fresh and crisp and delivers ‘em fast 
they will turn fast,” Mr. Parker declares. 

A progressive advertising campaign on the part of 
the manufacturers was cited as another reason for the 
current good business manufacturers are enjoying. 
Never has Drumstick, Inc., shipped such quantities of 
point-of-purchase advertising at the request of manu- 
facturers as it does today, Mr. Parker noted. 

The company adds this bit of reasoning to explain 
further interests in factory-made cone products. Manu- 
facturers are turning more and more to new equipment. 
Drumstick, for example, has developed automatic and 
semi-automatic machines for making its products. 
These machines are finding their way into many ice 
cream plants, largely because of the mounting respect 
manufacturers are evidencing for 
quality-controlled cone products. 


sanitarv-made. 


Another reason for the increase is the stepped up 
distribution of the cone items along dry stop routes. 
Easy availability, convenience, and prominent display 
of products in food and drug stores, travel depots and 
gasoline service stations and other good traffic stops 
have meant two-fold sales advances. 

So the demand for factory-filled cone products is on 
the upswing. “It’s an understandable trend,” says Mr. 
Parker. “What with the streamlined merchandising 
practices of today highlighted by the pre-packaging 
method of distribution, it’s clear that the day isn’t too 
far distant when all cones will be filled at the factory— 
uniform and sanitary—permitting economies in cost of 
manufacture and distribution and adding considerably 
to sales and profits.” 
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TYPICAL OUTLETS for frozen novelties are pictured on this page. 
Above, a sales girl serves a customer at an arcade entrance to a 
Walgreen drug store. Below, two ice cream-conscious young 
women help themselves from a cabinet located in a gasoline 
service station. 
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They're ALL DELICIOUS 


BARD'S BIG HALF-GALLON .. ... 51.09 
HAND PACKED BULK...... Qt. 79%; Pt. 40° 
FLAVOR-PACKED BRICKS, Qt. 59; Pt. . 5% 
LUXURY PINTS dove ween tvs cveity, txve tome CG, 35* 


Select from Lets of Plevers in Bech Veriety 











RECENT NEWSPAPER advertisement sponsored by Bard's 
Ice Cream Company of Pittsburgh, Pennsylvania, empha- 
sized the connection between ice cream and TV parties. 


such as toppings, cones and cone cups, scoops, at- 
tractive soda glasses, and similar items. 

Don’t ignore novelty items such as ice cream-on-a- 
stick, cups, tarts, sandwiches, the various frozen con- 
fections, cake and nut rolls, and others. Increased 
ownership of home freezers and low-temperature facili- 
ties means that home storage space is available for 
novelties and bulk ice cream on a twenty-four hour 
basis, and availability often results in consumption, 
especially when “staying at home” is the custom. 


Ice cream manufacturers should go “all-out” to con- 
vince dealers that they must extend their services to 
unprecedented standards in order to keep pace with 
the changing habits of their customers. Many dealers 
are finding that home delivery service means increased 
gallonage, and wherever possible, are advertising that 
service. 


The Medium Itself 


As things stand today, of course, the primary con- 
cern of ice cream manufacturers with regard to tele- 
vision is its use as an advertising medium. No longer 
must this new entertainment avenue be regarded as 
an “enemy” or as a “problem’—the more constructive 
attitude is to adopt an approach that will make it an 
ally. Wasn’t there an old adage that advised, “If you 
can’t beat ’em, join ’em!” 

Generally speaking, there are two main advertising 
methods that ice cream manufacturers can adhere to 
when they purchase time on local television networks. 
These are “spot” announcements and sponsorship of 
full-length programs. 

Certain factors enter into the decision as to which 
method is preferable for each ice cream manufacturer. 
The conditions of the local market, financial considera- 
tions, available television time, among others, must be 


studied. 
What Has Been Done 


In this respect, it is pertinent to analyze what policies 
some of the nation’s leading ice cream manufacturers— 
both chains and independents—have been following 
with regard to television advertising. 

The Borden Company, for example, has been using 
its trademarked character, Elsie the Cow, in puppet 
form to reach almost every television market to pub- 
licize the company’s entire product story. A “goodly 
rumber” of these commercials are devoted to ice cream, 
according to the company spokesman contacted by 
Ice Cream Fievp. He said that special emphasis is 
placed on the firm’s Lady Borden Ice Cream package, 
since “this is the most widely advertised, best-known 
package of ice cream under one brand.” The Elsie 
advertisements take the form of “spot” announcements. 
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DAIRY-VEND' SERVES 
THE ARMED FORCES! 


Nowhere is quick, nourishing refreshment more 
appreciated than by our armed forces in our 
nation’s military installations. 


Vendo Dairy-Vend ice cream vender is play- 
ing an active role at more and more service 
camps and bases. Dairy-Vend offers ice cream 
at the time and place it is desired—that is why 
Dairy-Vend is the answer to impulse buying. 
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*TRADE-MARK 
ICF 
THE VENDO COMPANY 
7400 East 12th Street 
Kansas City 3, Missouri 


Please send me a free copy of “Automatic Merchandising 
—the answer to increased sales and profits.” 
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A New York City 
pany, 


subsidiary of the Borden Com- 
Reid’s Ice Cream Company, has been 


commercials recently. 


making 





TWIN SAND.- 
WICH,” easily di- 
vided in half, is 


typical TV snack. 


extensive use of “spot” 

The National Dairy Products Corporation currently 
sponsors the “Sealtest Big Top,” a weekly television 
show that emanates from Camden, New Jersey, via 
Philadelphia Station WCAU-TYV. The firm also 
“Kukla, Fran and Ollie” 


Breyers Ice Cream Corporation, 





shares the sponsorship of the 
show. A subsidiary. 


has been employing “spot” announcements to whet the 13TH ANIVERSARY 
ce cream appetites of television viewers. 

Stull another dairy organization that has found tele- 
vision to be a valuable advertising medium is the 
Johnstown Sanitary Dairy Company, Johnstown, Penn- 
sylvania. The firm has been sponsoring the 
Kid,” G. 


firm’s Advertising Manager, reports that 


“Cisco 
the 
are very 


a half-hour program, and F. Hummel, 

we 
well pleased with the comments we have received.” 
Both ice cream and milk are publicized in the com- 
mercials. 

The Northland Milk and Ice Cream Company of 
Minneapolis sponsors a fifteen-minute, Saturday morn- 
ing television show that has met with enthusiastic re- 


sponse on the part of listeners. The program is known 


Time” 


ICE CREAM, CUSTARD MIX 


as “Comic 


SALLY MAHONEY 


WHEN 


Convenient, sanitary storage at 
properly controlled 36 -38 temper- 
ature. Be flexible and prepared for 
varying demand by storing in La 


Crosse mix coolers. 


S. H. MAHONEY FIRM CELEBRATES 


tii of the indus- 
try are extended to >. 4. 
Mahoney Comopany 


Chic: ago on the occasion of the 


the 
Extract ot 


firm’s thirteenth 


business 


anniversary of 
activity. 
in eas : 

The firm, which was organized 
in 1938, 


Vanillas for ice 


manufactures Van-Sal 
cream manufac- 
turers. 

The company, 
Sally 


achieved 


and particularly 


its head, Mahoney, also 


have recognition tor 


leadership in searching for pro- 
proce- 


dures to increase ice creim sales. 


YOU WANT IT 


gressive merchandising 





Quality assured by reducing freezing time of mix stored 

in beautiful white enamel well insulated cabinets. .. . 

Hi-Boy holds 4-10 gal. 

room on shelf for small containers. 

ALSO WALK-IN COOLERS 

FOR LARGER STORAGE 
FACILITIES. 


mix cans plus 


WRITE 


©) 


LA CROSSE 
COOLER CO. 


LA CROSSE, WIS. 


proper temperature in Lo-Boy. 


sult. 





Reduce freezing power costs and time by holding mix at 


Unexpected demand no 


longer a problem and more sales will re- 


. 2, 3 and 4 door models 


for 4, 6, and 8-10 gal. can ca- 


pacities. Available in same 
finish and insulation as 
Hi-Boy. 
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JULY 17-18—Syracuse, New 
York: Executive Session of the 
American Dairy Association. 


JULY 18—Oak Crest Country 
Club, Springfield, Illinois; Illi- 
nois Dairy Products Association 
summer party. 


JULY 20—Anderson Country 
Club, Anderson, Indiana; an- 
nual summer outing of the In- 
diana Dairy Products Associa- 
tion. 


AUGUST 5-7—Hotel Green 
brier, White Sulpher Springs, 
West Virginia; 1951 convention 
of the West Virginia Dairy 
Products Association. 


SEPTEMBER—One-year course 
in dairy manufacturing and mar- 
keting at Cornell University be- 
gins this month. Enrollment is 
limited. Contact Professor Leigh 
H. Harden, Roberts Hall, Ithaca, 
New York. He is in charge of 
admissions for the school’s Col- 
lege of Agriculture. 


SEPTEMBER 11-13 — Hotel 
Fort Des Moines, Des Moines, 
Iowa: 1951 conventions of the 
Association of Ice Cream Manu- 
facturers of Iowa and the Iowa 


Milk Dealers Association. 


SEPTEMBER 17-20 — White. 
face Inn, Whiteface, New York: 
44th annual convention of the 
Association of Ice Cream Manu- 
facturers of New York Strate. 


SEPTEMBER 19-21—Str. Paul, 
Minnesota; Fourth annual Dairy 
Products Institute, University of 
Minnesota. 


OCTOBER 17-18—Burlington, 

Vermont; 30th annual confer- 
ence for Vermont dairy plant 
operators and milk distributors 


at the University of Vermont. 
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OCTOBER 22-24—Hotel Book- 





) OCTOBER 23-26—Hotel Stat- 

; ler, Detroit, Michigan; annual 
Wa by convention of the Milk Industry 
Foundation. 


OCTOBER 30-NOVEMBER 
1 — Hotel Netherlands - Plaza, 
Cadillac, Detroit, Michigan; 47th Cincinnati, Ohio; Annual con- 


annual convention of the Inter- vention of National Association 


national Association of Ice of Retail Ice Cream Manufac- 
Cream Manufacturers. turers. 


Better Coloring 


with 


TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal! by using Sterwin's Parakeet Certified Food Colors 

These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co.. leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certitied food colors. 





WRITE TODAY for new bootle?t 
giving | information on Sterwin's 
complete line of Food Colors 


wr) 
<< _ LY 
Tab stehs if / VA QML fh, 
CHEW EIE VU 
SUBSIDIARY OF STERLING DRUG INC 
—_ BROADWAY, NEW YORK 18, N. Y¥ 


Lake Shore Drive, Chicago | 11, MH. 
FACTORY. CINCINNATI, OM 


LD sme 


Branch Offers 
Atlante Reston, Buffalo, (hicage, Dallas, Kansas City (Me), Los Angrirs, Minneapolis, Portland (Ore), Sc Lewis 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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Centennial 








heep the 


ite 
= % g Li vor 


began making ice cream to use up a springtime surplus 


, [ . | of cream from his four milk routes, Senator Herbert 
rg rf R. O’Conor of Maryland had appeared on the floor 
of the Senate in Washington, D. C. to call the nation’s 

attention to the official beginning of the Ice Cream 


| Centennial. 
“wr S O’C f the chief k 
— oon enator ‘onor, one of the chief speakers at the 
KO LD-HOLD dedication ceremonies, declared before the United 
truck refrigeration 


States Senate, and later told the Baltimore throngs, 
that today the ice cream industry has grown to be one 
of the leading factors in the economic life of our 
The selling flavor must be right to make sales. Why COMMEEY. 

take chances on losing that flavor before it reaches the 
customer's table when it’s so easy to retain using 
“Hold - Over” Truck Refrigeration. “Hold - Over” 
Plates keep ice cream as safe and hard in the truck as iets by age tage ee abl 
in your plant storage room. They will maintain pre- ee oe ee et eee ae ae 
determined low temperatures throughout the longest steed man, Women and child in the a deserve S 
days trips to prevent melting and loss of flavor on tribute on the occasion of the industry’s centennial. 
extended hauls. 


“Ice cream is an integral part of the American way 
of life.” Senator O’Conor said. “Such an industry as 
this could only happen in America. All those whose 


Senator O’Conor announced that he had entered 

A great number of ice cream manufacturers have upon the Congressional Record a letter of congratu- 
standardized on “Hold-Over”’ Plates. They've found lation from Secretary of Agriculture Charles H. Bran- 
that no other method of refrigeration can compare for nan to Robert C. Hibben. Executive Secretary of the 


efhiciency, dependability and economy. They refrig- ; 
py or i ‘ & International Association of Ice Cream Manufacturers. 
erate their trucks for as little as 10 cents a day. By 


; aiaanil | ' Secretary Brannan said ice cream has become an im- 
connecting into central plant compressors or plugging ail i i 7 di d is class; 
in self-contained units when the truck is not in use, a PCat Canty a on the American diet an . — 
charge of refrigeraton is built up in the “Hold-Over” fied by our nutritionists as one of the seven basic foods, 
Plates sufficient to keep the load hard and cold all day along with cheese, milk and other dairy products. He 
long. This eliminates the danger of loss of load due to congratulated all the ice cream industry on behalf of 
delays in transit. all agriculture. 


Governor Theodore R. McKeldin told the celebrants 
(who sang “Happy Birthday” to ice cream) that the 
importance of the industry to the farmers of America 
is a dairy food made up of more than eighty per cent 
of cream and milk solids. 


eh ena mee 


Ic doesn't pay to take chances when ‘“Hold-Over”’ 
Truck Refrigeration costs so little. 


a eed 


Send today for complete information and your free 
copy of our NEW catalog. 


tie + 


sp chante — incl ne es mae ye A A nate 
ee 


“In addition to milk,” the Maryland Governor said, 
“the ice cream industry uses more than 250 million 
pounds of fruits and nuts a year in making its product, 
and that several more millions of pounds are used for 
fresh fruit sundaes and for fountain syrup.” 


Mayor Thomas D’Alesandro of Baltimore hailed ice 
cream as “still another Baltimore first.” He pointed 
out that Baltimore is already looked upon as the home 
of the Star Spangled Banner as well as countless other 
historic “firsts.” It now is proud to claim officially that 
it is also the “home” of the product which has become 


{ > ¢ —> on) ie, 2 ee, ce - 
Ko LD = REL America’s Favorite. 


Cuoaw> protects every step of the way The dedication address was made by former United 


Wn > Sev States Senator, George L. Radcliffe, now President of 
KOLD-HOLD MANUFACTURING CO. the Marvland Historical Society. He said that the 
470 £. Haxel St., Lensing 4, Michigen | Historical Society firmly believes that “we should take 
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IS STRIPPING YOUR NOVELTIES — 
TAKING TOO LONG? 














ELECTRO-SPUR gets stickless novelties off the spur racks 
in a jiffy—-2 dozen every six seconds, up to 14,400 bars an 
hour if you wish. This unique engineering achievement per- 
forms with an efhiciency heretofore considered impossible 
It solves the problem of how to remove stickless novelties 
rapidly from the stainless steel spur pins on which they are 
frozen, without cracking the delicate chocolate coating. 


ELECTRO-SPUR makes possible increased production 


per worker in vour novelty department. increased profits 








through lower cost per unit, and improved product appear- 
ance. Now you can produce stickless novelties with real 
eficiency. They are ideal for vending machines, less bulky 


and easier to handle. 


ELECTRO-SPI RK is designed tor ea-e ot cleaning. low 
maintenance. workmans safety. corrosion resistance .. . 
an outstanding engineering ar hievement. thoroughly proved 


in actual plant operations. 


WRITE FOR DETAILED INFORMATION. WRITE FOR PRICES. 


ELECTRO-SPUR STRIPPER - PNEUMATIC DIPPER - COOLING TUNNELS - BRINE TANK 
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K & O LABORATORIES, INc. 


“Nothing too Large or too Small to be Precise” 


Te 
& 2041 UNIVERSITY AVENUE, SAN DIEGO 4, CALIF. 
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pride in the steps that industry has taken in making 
America the great country that it ts.” 
As Mrs. Craft 


unveiled the plaque honoring her 
industry-/ounding 


tather, she was presented with a 
silver tray engraved with a reproduction of the plaque. 
The tray was presented to Mrs. Craft by Mr. Hendler 
in behalf of the International Association of Ice Cream 
Manutacturers. 

Ridgway Kennedy, Jr., President of the International 
Association, acted as spokesman for the organization’s 
He said: 


“Ice cream and ices were delicacies known for hun- 


more than 2300 members. 


dreds of years betore Jacob Fussell started his first 
commercial manufacture here in Baltimore a century 
ago. In the countries of Europe and Asia it was made 
by chefs of kings and of the nobility. Its formulas 
and methods ot making were considered a secfet art. 
It was made in small quantities and for immediate 
consumption. 


“Tr ti ok 


ative, her technologic al progress and her mass produc- 


America. with her Imagination, her initi- 


rion and distribution methods, to produce ice cream ot 
fine quality in large volume and at prices within the 
reach of everyone. So it has become America’s tavorite 
dish for the young and old—in fact everyone likes ice 
cream. 


“Back in 1899. the ice cream industry was producing 


P™PELICIONS | if | A 


\S& CREAM 


A 


*” REVELATION 


in mouth watering 


APPETITE APPEAL 
Sparkling, glowing, full color photo 


TRANSPARENCIES 


Ad-Color Transparencies fit any cabinet 
Large selection from which to choose 


Never Before! New color splendor and fidelity with true to 
life depth so beautifully natural customers want to take a 
bite! Achieved through electronic controls that give you 
LOW costs that are eye-openers! Every picture on FULL 
COLOR FILM. Nort printed. 

Show Your Own Trade Mark, Conteiner or Wrap. We cus- 
tom-make transparencies where prestige and product 
identification is desired. No extra charge for this service 
when ordering 350 or more Transparencies. 


A Proven Sales Builder — Ad-Color Transparencies now 
reach a new high in fine quality to help you sell. A 400% 
increase in gallonage was recorded recently by a West- 
ern concern using Ad-Color photos. Write for samples 
and prices. 


AD-COLOR CORPORATION *osecene T° Colitis 





FIRST LADY" of the ice cream industry, Mrs. Carrie Fussell Craft 
unveils the commemorative plaque designating the site of the 
birthplace of the commercial ice cream business, during special 
Centennial ceremonies held June |5 in Baltimore. 








about twenty million quarts annually. The total invest- 
ment in the industry at that time was comparatively 
insignificant. Fifty years later—in 1950—the volume 
had increased over 100 times, to a total of more than 
two-and-a-half million quarts of this glamour dish of 
the dairy industry. The investment is now in the bil- 
lions of dollars, and the total annual sales volume 
exceeds one and a half-billion dollars.” 

Banks, stores and public buildings throughout Balti- 
more were decorated for the launching of the national 
Mr. Hendler called the celebration 
of the finest tributes to an American industry ever 


celebration. “one 


made by the general public.” 


Movie Stars Present 


Piper Laurie and Tony Curtis of Universal-Inter- 
national Pictures, were crowned as the “Sweethearts 
of the Ice Cream Industry.” A huge heart-shaped floral 
piece consisting of roses was presented to the stars, who 
are touring more than twenty large cities to call at- 
tention to the Ice Cream Centennial. 

Civic, business and educational leaders of the greater 
Baltimore State ot Marvland were 
gathered on the plattorm for the ceremonies. More 


area and the 
than 1,200 specially invited guests, including more 
than forty descendants of Jacob Fussell, filled a special 
seating section at the ceremonial site on historic North 
Exeter Street. A luncheon for guests of honor was 
held before the plaque dedication at the Hotel South- 
ern. A fleet of thirty police-escorted taxicabs took the 
luncheon guests from the hotel to the plaque dedication 


Site. 
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New Plastic-Coated Container 
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CREAM FIELD. 


July 


T% BY 


SEALRIGHT 
SANITARY SERVICE 


® Sealright’s recently perfected process for impregnating 
Nestyle Containers with a plastic coating now makes it 
possible for users to double production runs of slow moving 
flavors without fear of shrinkage. 


The glistening plastic coating of the new Sealright con- 
tainer not only adds tremendously to the appearance of the 
ice cream package, but also greatly extends the life of the 
ice cream it Carries. 

The Alservis Container is non-absorbent and non-porous. 
—That’s why it reduces air breathing, knocks shrinkage 


for a loop, keeps ice cream fresh longer and really locks 
in its flavor. 


Here’s the package that will preserve the delicate flavor and 
texture of your ice cream—even though it’s held in storage 
for an extended period of time. 


The Alservis Nestyle provides good looks inside and out. 
A Sealright representative will be glad to show you samples 
and give you full information. 


ALSERVIS NESTYLE CONTAINER 


SEALRIGHT C iINC., FULTO NEW Y ®* KANSAS CITY, KANSA': 
SEALRIGHT PACIFIC LTD.. LOS ANGELES, CALIFORNIA 
CANADIAN SEALRIGHT CO., LTD., PET BOROUGH, ONTARIO, CANADA 
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COCOA BEANS 


INCE more cocoa beans are imported into the 
S cnives States by way of New York City than 
any other American city, Via Port of New York, 
monthly publication of the Port of New York Au- 
thority thought it appropriate recently to publish a 


detailed account of the processing of the beans into 


chocolate products. The article was accompanied by 
photographs (reproduced here) taken at the plant of 
the Hooton Chocolate Company in Newark, New 
Jersey. 

West Africa’s Gold Coast is the chief source of 
supply, the article notes, but large quantities also 
come from Brazil, Trinidad, Venezuela and the Do- 
minican Republic. The original use of chocolate can 
be traced back to the time that Cortez conquered Mexi- 
co in 1528. When he returned to Spain, he took cocoa 
beans with him. 


The picture story on these pages illustrates the steps 
involved in the conversion of the cocoa beans into fin- 
ished chocolate products. 





Piled on pallets, the bags of cocoa beans are stored 
for future use at the plant. Shipments from different 
regions vary in color and taste. Skill and experience 
are required in blending them to yield the color and 
flavor desired. 























The machines shown in this photograph are stone mills, 
which grind the roasted beans, releasing their content 
of cocoa butter and producing a free-flowing liquid 
called chocolate liquor. This is the basic ingredient 
from which all forms of chocolate and cocoa powders 
are processed. 





When sweet chocolate is to be made, sugar (plus milk 
solids for milk chocolate) and flavors are added. After 
much refining and agitating, the liquid chocolate is put 
into this chaser’ or tempering machine and is agitated 
and gradually cooled to form a smooth, homogeneous 
chocolate. 
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The air table cleans the cocoa beans by agitating them 
in an air current, separating out sticks, stones, other 
impurities and low-quality beans and ejecting them, 


while the good-quality beans flow into bins at the lower 
left. 


Next the beans are roasted by blowing heated air 
through them in a rotating, cylindrical kiln dryer. Then 
they go to this “cracker and fanner,’ which breaks up 
the roasted beans, eliminates lighter shells, and leaves 
the kernels. 








6 


quality. 


In the final stages of its production, the liquid choco- 
late goes into molding machines which form it into large 
bars like this, or other shapes. The entire manufacturing 
process is controlled by constant tests in the plant's 


chemical laboratory to ensure maintenance of high 





The Hooton products are carefully packed in cartons, 
paper-lined burlap bags which weigh 200 pounds each, 
drums for liquid chocolate, and in large tin pails. These 
are trucked from the plant for shipment throughout the 


Counyy. F eee appear through courtesy of Via | 
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NEW LUIChH PLANT UPENED 


ORMAL opening of the new $2,000,000 plant of 
Luick Ice Cream Company in Milwaukee was 
marked last month by the staging of an “open 

house” for the firm’s employees. Because of industry- 
wide interest in the modern ice cream factory, Ict 


Cream Fievip has arranged 


to take its readers on a 
“guided” tour of the building. 

Your tour should start at the entrance at 505 East 
Capitol Drive, and as you walk from the parking lot 
or the bus stop you will get a full view of the building 
front which is 272 feet long. The depth of the build- 
ing is 162 teet, and the area of the entire grounds 
which eventually will be the site of a new dairy plant, 
iS 12! actTes. (See photo at the top ot this page.) 

You will observe that the building is conservatively 
modern in design with an exterior of red face brick 
and limestone trim. Stainless steel letters between first 
and second story windows spell our LUICK ICE 
CREAM COMPANY as identification, and on the 
corner there ts a unique three-faced neon and porcelain 
enamel! Sign which ad\v ertises Sealtest ice cream. Flood- 
lights atop the building illuminate the parking area 
and driveways on three sides of the building. In ad- 
dition, floodlights focused on the entire front of the 
building are to be installed. 

Entering the front door you find the lobby simply 
and attractively finished in glass, satin finish stainless 
steel, and white birch Flexwood paneling. Take the 
stair to the second floor and at the top vou will see the 
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reception area, telephone switchboard and order de- 
partment. 

From the reception lobby, a corridor leads into the 
office, which comprises all the second floor area of a 
little over 9,000 square feet. Floors throughout the 
office are asphalt tile, walls are color styled, and ceilings 
are acoustically treated. Modern giant fluorescent fix- 
tures provide diffused lighting, and air conditioning 
vents are located in the ceiling. 

The first room on your right as you enter the cor- 
ridor from the lobby is the sales office. Next to it is a 
conference room, and in succession a lavatory and 
cloakroom. You now are well into the office area, but 
before going further take a look into President Klep- 
per’s office at the left of the corridor. The wall treat- 
ment here is the white birch Flexwood paneling, and 
the desk is the original double-drawered one that Mr. 
and Mrs. Luick used together not too long ago. 

The next area to see will be the “dry materials” 
stock room which you can reach by taking the stair 
at the southeast end of the office down to the first floor 
and then through the south door in the short hallway 
there. Through this area are moved the millions of 
cartons, bags, boxes, paper, and many other supplies 
that are necessary to keep production lines operating. 

From the stockroom the tour plan takes you out to 
the loading platform, and from the east end you can 
look into the ice cream cabinet refrigerator servicing 
department where the work of rebuilding, servicing, 
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and installing ice cream refrigeration equipment and 
soda fountains for dealers takes place. A staf of five 
men here and one in each of three branches keeps in 
proper working order the hundreds of ice 
cabinets that are rented or loaned to dealers. 


cream 
All ot 
the men are refrigeration experts, and they use 
specially equipped trucks in their work. 

Looking the other way down the loading platform, 
you see at the right an office in which route salesmen 
do their necessary paper work and next to it an office 
for the shipping department which controls all activity 
of loading and delivering products ordered by the route 
salesmen and any other special orders from dealers or 
the public. 

Adjacent tO these ofhices 1S the delivery end of the 
hardening room in which all products are kept at a 
temperature of twenty-five degrees below zero. Observe 
that on this loading end of the hardening room there 
are three short conveyor sections that are hinged at one 
end permitting their lowering into use as needed. When 
a route salesman turns in his load order, cooler men 
in clothing specially devised to withstand the sub-zero 
temperature place the items on the conveyors in the 
hardening room, and the moving belts take the products 
out of the storage area right to the door of the truck 
where the route salesman receives them and _ stores 
them away in proper order for ready access in deliver- 
ing to dealers. The short distance from hardening 
room to delivery truck is a feature of this loading 
system in that it helps prevent heat shock to the 
product. 

In operation at this time (including branches) are 
thirty-nine delivery routes serving nearly 2,000 dealers. 


Each modern ice cream truck carries its own retrigerat- 
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SHORT TIME pasteurizer in the new Luick ice cream plant is 
pictured above. The hose stand in the forground supplies hot and 
cold water and cleaning solutions from the basement. At the 
bottom of this page is pictured the plant's processing room, where 
is contained all equipment used in mix preparation and freezing. 
The novelty operation is confined to another area. 





ing compressor which is connected at night to an out- 
let in the garage, and the self-contained refrigeration 
system brings the temperature of the truck to twenty 
degrees below zero for the start of its trip in the morn- 
ing. During the day the refrigeration system ts 
powered from the truck motor. 

We will take you now to the driveway where you 
will walk west to the tank truck receiving area. This 
is the shelter over the driveway into which tank trucks 
are driven to deliver their loads of liquid sugar, con- 
densed milk, or cream. Stainless steel pipe is attached 


to the tank truck outlet, and an electrically operated 














pump transfers the liquids to holding tanks in the 
building. 

The sanitary handling of these ingredients is espe- 
cially important and the enclosed shelter and the pipe 
and pump system permits the transfer of cream, con- 
densed milk, and liquid sugar from the tank truck 
entirely without exposure. 

From the tank truck shelter you step into the sugar 
and cream receiving room where you will see the pump 
that empties the trucks, and in that room immediately 
to your right are two storage tanks for liquid sugar 
which together hold 2,500 gallons. Here, also, is ap- 
paratus for receiving cream in cans when necessary. 
Unloaded onto the conveyor, the full can passes over 
a scale which automatically records the weight; the 
can then follows the conveyor to a receiving vat, is 
emptied, sent through an automatic washer, and its 
weight when empty is again automatically recorded 
on a second scale built into the return conveyor. This 
system provides an accurate record of the number of 
pounds of cream delivered. 

From tank truck or the can vat the cream and con- 
densed milk are pumped through sanitary piping into 
refrigerated holding tanks in the processing room, 
and you see these lining the west wall at your left as 
you step into the processing room from the sugar- 
cream receiving area. 


The showroom of this new plant is the 125 feet by 





This way to more profit and 
volume in Ice Cream Sales 


@ Your best customer today is the family that buys bulk 

units and does its own serving. Labor cost and labor short- 

' age do not burden the operation 
people buy it and take it way. 


when 


Thousands are selling a Nuroll Dipper, a 
half-gallon of ice cream and a box of 
cones or cuplets in a combination deal 
and starting reguiar home consumers 

of bulk units. We can ship Nuroll 
dippers without delay. We supply 
free display mats for ad- 

Start 

volume you can 


cards, 
recipe leaflets. 
now to build 
handle with ease and profit. 


vertising 


NUROLL 


REG US Pal OFF 
Domest Type - Non. Mechornco! 
‘ce CREAM OP PER 


Nuroll is a beautiful one 
piece casting of sanitary 
metal——-a real professional 
type dipper that 

can use with ease 


speed. Write for prices 


THE ZEROLL COMPANY 


2410 Robinwood Ave. Toledo 10, Ohio 
Zeroll—Nuroll—Bulkroll Ice Cream Dippers 











49 feet main processing room. Red tile floors, cream 
color glazed tiie and glass brick walls, and diffused 
fluorescent lighting combine effectively with the stain- 
less steel of equipment to present a picture of im- 
maculate cleanliness. All services to stationary equip- 
ment including refrigeration, electricity, water, steam, 
and cleaning solutions are supplied from the basement 
through sleeves in the floor. Arrangement of equip- 
ment has been designed for the utmost efficiency. 

Preparation of the ice cream mix is concentrated in 
the west one-third of the area, and here you see the mix 
preparation weigh tank, mix holding tanks, the pas- 
teurizer, the homogenizer, and the mix cooling unit. 
Modern push button control is the marvel of this 
operation. An operator stands at the weigh tank in 
front of a scale dial and presses a start button for 
liquid sugar to flow into the tank until the required 
weight is reached, when a stop button is pushed. Then 
other buttons of the control panel are punched to 
activate the pumps at the cream and condensed milk 
tanks for those ingredients to enter the weigh tank 
until the proper proportion is attained. 

The weigh tank holds 600 gallons of liguid mix 
and is suspended from four legs which extend through 
the floor to the beams of a scale which registers on the 
dial in front of the tank. Agitators in the tank 
constantly stir the sugar, cream and milk, and a pump 
then empties the weigh tank and pushes the mix 
through stainless steel pipes into two 1,000 gallon mix- 
holding tanks on the north wall at this end of the room. 
From the holding tanks the mix is drawn to the short 
time pasteurizer. Where in the old plant the mix was 
held in a tank for thirty minutes at 160 degrees to 
pasteurize it, here in this new unit pasteurization is 
accomplished in thirty seconds at 176 degrees. Ad- 
vantages of the short time pasteurizer include uniform 
quality, better flavor, better freezing properties and 
preater efhiciency in operation. 

The homogenizer is the next step in the process, and 
as you know, it is this powerful pressure apparatus 
which squeezes the butterfat globules through tiny 
apertures to break them down into the minute particles 
which contribute to the smoothness of the ice cream. 
The homogenizer receives mix at the rate of 1,500 gal- 
lons an hour and subjects it to 2,000 pounds of pres- 
sure in a first stage and 500 pounds in the second. 

From the homogenizer the mix is then piped to the 
mix cooling unit. Entering this direct expansion cabinet 
cooler at better than 100 degrees, the mix flows down 
over ribbed panels of stainless steel in which a re- 
frigerant effects a cooling of the mix to thirty-four 
degrees. With vanilla added at this point, the mix 
now is ready to be piped to the battery of 2,000 gallon 
cold wall storage tanks in the back of the line of 
freezers. 

Before you leave the mix preparation area, take a 
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Michael's 


Mixevan 


The Powdered Vanilla with the Locked-in Flavor 


Lep 


Just as an infant takes his first step slowly 

and cautiously, an ice cream company 

with ambitions to put new zip into its sales 
position, must experiment carefully, constructively. 

Use Mixevan powdered vanilla 

flavoring in a trial run. Mixevan imparts a con- 
sistently delicate taste which simply can't be achieved by 
extracts. Through two generations, this superior ‘appetite 
appeal’ has set taste buds tingling and 

cash registers jingling for scores of 

quality ice creams all over America. 

Take your first step toward greater sales 
activity—today. We will gladly co-operate 


in any test you wish to conduct. 


Other Vanilla Products by 
Michael for Special Uses 
TRUE VANILLA SUGAR 


for custom made ice cream 





TWIXT for popular-priced 
ice cream 


CREST for use in novelties 


DAVID MICHAEL & COo., Incorporated 


Half a Century in the Flavoring Field 
3743-63 D STREET- PHILADELPHIA 24, PA, 


For further information and prices see our representative or write direct 
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look into the “kitchen”, another processing area right 


Here 


juice extractor, 


next to the cream-sugar receiving room. you 


will see a nut roasting machine, fruit 


cooking vats tor candy flavor preparation, a com- 
machine solid fruits 


purees, and other paraphernalia requisite to the prepa- 


| 
minuting whic h reduces 


into 
ration of ingredients that go into the finished ice cream. 
“kitchen” 
are two coolers at the south end ot the room, one 15 


Storage area tor the materials prepared in the 


maintained at zero degree temperature and the other at 
thirty to forty degrees. All operations such as nut 
roasting, candy making, custard cooking and fruit and 
fruit juice preparation are confined to this area. 

Mix holding tanks, flavor tanks, freezers, packaging 
machines, and a conveyor into the hardening room 
occupy the eastern two-thirds of the processing room. 
Lined up within a tew feet of the hardening room, the 
continuous freezers all have their flavor mixing tank 
right behind them into which the mix held in the large 
storage tank is drawn as the freezers are put into opera- 
tion. Only liquid flavors such as strawberry juice, 
caramel, mint, or any other fruit juices are added to 
the mix in these flavor tanks. Nuts and whole fruit 
are added to the frozen ice cream at the ejection end of 
the freezer by special machines which force the fruit 


into the sott trozen ice cream. 


DUTCH PROCESS 


GHEE, and 


Ws Ws 


l, hil - 


by 


FOR THE FINEST CHOCOLATE 
ICE CREAM IN TOWN 


AMBROSIA CHOCOLATE CO. MILWAUKEE 3, WIS 


Nine continuous freezers, varying in capacity trom 
150 to 300 gallons an hour, form the production line 


in the and you'll see how the 2! 


processing room, , 
gallon buik cans are formed into shape, sent on a con- 
veyor to the first group of freezers, filled automatically, 
continued on the conveyor over a scale that auto- 
matically records the weight of the filled can, and then 
conveyed into the hardening room. 
Next are the freezers which generally are used to 
serve the automatic cup filling machines, and finally 
package filling operation. Any one flavor of ice 
cream requires an individual freezer; so when multiple 
layer packages such as Neapolitan are filled, the out- 
head 
right at the package, and the completely automatic 
Anderson pint package filling machine stationed at 
the freezers keeps two lines of pint cartons flowing in- 


put of three freezers is joined in a special filling 


to the hardening room at a rapid rate. 


Output from all of the freezers is placed on the belt 
conveyor that parallels the wall of the hardening room, 
connecting with two conveyor lines that immediately 
take the products into the hardening area. 

This is a windowless room as big as the processing 
room in which the soft frozen ice cream is removed 
from the two conveyor lines from the freezers, stacked 
in wire baskets, and held there for at least twelve hours 
before it is hard enough to be loaded on to the delivery 
trucks. 80,000 gallons of ice cream can be held in this 
hardening area, for full use of floor space, except that 
occupied by the conveyor lines, is possible because the 
25 degree temperature is obtained by forced cold 
air diffused through ceiling anemostats. Fans to move 
the air over the refrigeration coils are housed in the 
basement. This room was specially designed for rapid 
hardening of ice cream. This and the uniform tem- 
perature that is maintained contribute greatly to the 
preservation of quality and texture. 


At the east end of the processing room you can look 
into the laboratory which is scheduled to have a great 
deal of new equipment to replace what is there now. 
It is here that the quality control is accomplished by 
constant testing and checking of raw materials and 
finished products. 


Next to the laboratory is an equipment storage area 
tor much of the portable equipment and fittings used 
in conjunction with the machine operations. You will 
have noticed that all pipes through which the mix 
travels and all of the equipment used in processing are 
readily demountable. At the end of the processing 
day, the clean-up crew takes over in all processing 
areas. All equipment is complete dismantled and sub- 
jected to thorough cleaning and sterilization; then it is 
put back together again ready for use the next day. 
Nearly as many man hours are devoted to this cleaning 
of equipment as are applied to the manufacture of 
products. All of the most recent cleaning aids de- 
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Ins an actual fact —Ice Cream Sales have 
as 153% by using C-THRU TRANSPARENT = oy 
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manufacturers of Transp 
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veloped by National Dairy Research Laboratories are 
utilized. Hot water and special cleaning solutions are 
drawn from the basement at a number of stations 
throughout the processing rooms. 

Another processing area which fascinates all visitors 
is the novelty room into which the tour plan next takes 
you. Here you see the huge brine tank in which frozen 
confections are processed. Molded trays are filled at 
one end, sticks inserted, automatically carried through 
the brine tank, then the hardened bars are released 
from the molds and sent through the Vitafreze auto- 
matic dipping and packaging machine. Nine hundred 
to 1,000 dozen bars can be produced every hour on 
this equipment. Along the north wall of this room are 
freezers and processing vats for mixing, pasteurizing 
and cooling the materials hardened in the brine tank 
molds. At the south end of the room is the special 
order department where fancy molds and decorated 
slices are prepared, and you will see, too, equipment 
for slicing ice cream and for making such novelties as 
ice cream eclairs. 

The next area to visit is the basement which can be 
reached by the stairway from the novelty room. Nearly 
9,000 square feet in area, it extends under only that 
part of the first floor which is for processing. Head- 
quarters for the maintenance staff, you find here the 
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electrical power distribution controls, the air condition- 
ing equipment, the ammonia condensers and compres- 
sors, and the huge box shaped King units. In these are 
the coils through which ammonia is circulated, and 
powerful fans draw the air from the hardening room 
over the coils and return it to the anemostats in the 
hardening room at the temperature required to main- 
tain the twenty-five degree below zero for that area. 
Four high pressure units each with a 100 H.P. motor 
and three twin cylinder boosters with 75 H.P. motors 
are the heart of the refrigeration system. Compactness, 
flexibility, and capacity adequate to any requirement 
are features of the new system. 

From the basement you return to the first floor by 
the front stairway and turn into the inner hall. Proceed 
east down the long corridor to your last stop which 
is the employee lunch room. Along the way you will 
have passed women’s and men’s locker rooms equipped 
with new lockers, Bradley wash fountains, showers and 
tile floors and walls. Formica topped tables and Duran 
upholstered chrome chairs are found in the lunch room. 
and a representative soda fountain installation is there 
tor dealer training schools. 

Ground breaking ceremonies for the new ice cream 
plant were held October 27, 1949, and operation began 
in the new building early in February of 195] 
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For smoother, finer-textured 


ICE CREAM 


DRI-SWEET! 


Make a trial batch with OK DRI-SWEET! It proves itself! 


Enhances tlavor Makes treezing easier Preserves treezer 


freshness Economical 


OK REGULAR CORN SYRUP 
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Food Fair 








to another during the various seasons, our overall ice 
cream volume remains relatively constant throughout 
the year. The expected sales dip in October, November 
and December, as well as in the early months of the 
year does not occur. 

“The reasons are apparent. The woman shopping 
for a complete meal will pick up an ice cream dessert 
as quickly as any other type of dessert if the ice cream 
is made available to her and suggested as an ap- 
propriate meal-finisher. This holds true in cold weather 
as well as in warm weather, as our cold weather figures 
will verify. 

“Insofar as promotion is concerned, there are three 
major factors. They are cabinet placement, point-of- 
sale material, and tie-in sales. Without doubt, in-store 
merchandising is the key to our ice cream sales pro- 
gram. 

“We have tried to place our cabinets as close as 
possible to the check-out stands, so that customers 
may pick up the ice cream as they are leaving. Also, 
this location enables cashiers to suggest ice cream 
purchases while customers are waiting to have their 
parcels wrapped. 

“Point-of-sale material consists mainly of a com- 
plete listing of flavors, price notices, illuminated 
superstructures afhxed to the cabinets which illustrate 
in full color the flavors being featured, and signs 
which call attention to the availability of free insulated 
bags. 

“Tie-in sales have been effective in increasing our 
volume not only of ice cream but of related foods as 
well. The majority of the Food Fair markets contain 
small display racks built over the ice cream cabinets. 
Toppings, maraschino cherries, cones, and similar 
products are displayed on these racks. 

“During the past year, many of the Food Fair stores 
have switched over to an open-type ice cream cabinet. 
Although the capacity of this cabinet is not as ex- 
tensive as the capacity of previous models, the open- 
air, mass appeal of the new cabinet has more than 
proved itself. This is evidenced by our increased volume 
per market during the last twelve-month period. 

“Free insulated bags are stocked at the check-out 
booths. These are provided either in the pint or one- 
quart size, depending on the amount of ice cream 
purchased. They are automatically used in bagging 
by the check-out personnel so that the customer does 
not have to ask for this service. 

“With so many people becoming adjusted to ice 
cream’s role as a tood and as a dessert, we naturally 
look forward to expanded ice cream volume in the Food 
Fair markets. With our large trafhe count, we have 
a ready potential from which to draw, and we feel 
that future figures will bear this out.” 
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No matter what originally induced them to try our Pure 
Vanilla Powder, our customers continue to use it because they 


like the distinctive flavor it lends to their products. 


Here at Vanilla Laboratories, we think our various Pure Vanilla 
Powders are tops, and we are glad our customers seem to 
agree with us. As one man put it, ‘Your Pure Vanilla Powder has a 


very attractive flavor. It is helping attract new customers for us.”’ 


Well, after all, that’s the only reason for using any Vanilla, 
and that’s why we study to find the right Vanilla 


for every individual product submitted to us. 


0 


LABORATORIES, INC., rocnester, wv. 


BLENDS © CONCENTRATES © POWDERS 
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Scandinaria 








chandising and quality of ice cream. In Denmark, 
more than any other country I visited on the continent, 
| found ice cream generally available, prominent; 
displayed and of splendid quality. I remember well the 
large hand-rolled cake cone with flavor and a cherry 
on top that inspired me to introduce to Baltimore the 
“Danish Sundae.” 

An unusual comparison, however, is the difference of 
ittitude in the policy of having people visit ice cream 
tactories. In the United States we encourage visits to 
Our Ttactories by whole classes of school children and 
groups of women and men. We are proud of our stain- 
less steel vats, treezers and novelty equipment, our tile 
floors and walls and white clad factory employees. Yet 
in Scandinavia, where I also found spotless tiled pro- 
duction rooms and shining modern equipment, I found 
the doors to the factories opened only after arrange- 
ments had been made by a highly trusted mutual 
friend. 

In Scandinavia I saw more modern and more auto- 
matic ice cream producing devices than we yet have in 
the United States. There I saw my first entirely auto- 
matic stick confection machine—a machine not larger 
than two desks that takes ice cream from the freezer, 


molds it, inserts a stick, hardens, coats, wraps and ex- 
pels the finished product automatically. 
ahead of the U.S.A. 


In the United States our merchandising and selling 


This is far 


is our greatest advance. Here we have made ice cream 
a way of life. Ice cream is eaten by the young, the old, 
the athletic, the invalid. Here ice cream is used by the 
most plebian at a baseball game, or by the mightiest at 
an affair of state. 

In the United States our first hundred years are just 
the beginning of merchandising. We have just begun 
to use our self-service ice cream cabinets which enable a 
person to help himself to ice cream and pay a cashier, 
or put a coin in a machine at a public place and have 
ice cream automatically dispensed. 

Here we have gleaming white ice cream trucks that 
peddle ice cream from door to door, and yet we have 
hand push carts that stand on corners just as yours do 
in Scandinavia. 

You, however, do a better and greater job of point- 
of-sale advertising with less money than we do. Your 
picture of a cone of “IS,” hand painted on a “Kaker’s” 
window is more effective than our elaborate window 
displays. 

To sum up, it is my opinion that Scandanavia rates 
equal to us and in some ways better in production ma- 
chinery. We are farther advanced in delivery and sales 
equipment. We are both equal in quality. 


wr 
4 fiom 
rf" f wf ws 
af 7 


INCREASE YOUR PRODUCT’S PRESTIGE 


~ 
~ 


AN ADDED 
SANITARY 
SERVICE 


nconvenient 
wroppers 

stock design or 
iD TRADEMARK 
iors perto- 
oration by deol- 
n singles, packed 


+ ee 


. 
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DUBL-STRENGTH wooden 


SINGLE-PAK-SPOONS 


SINGLE-PAK-SPOONS bring Sanitary Protec- 
tion at split-penny cost—help create a lasting 
REMEMBRANCE of the delicious qualities of 
your product—and give you, at the point of 
sale, a big PLUS Advertising Value, with your 
brand name on each wrapper. 

SINGLE-PAK-SPOONS cut time and material 


costs in handling because they are machine- 
counted in bundled strips to suit your packing. 


product and increase dealer satisfaction and 
cooperation. 


WRITE TODAY FOR SAMPLES AND PRICES [ii 
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Let us show you how low-cost SINGLE-PAK > 
SPOONS help put sales punch behind your ‘ 


Vig: fed (a 


MILFORD DELAWARE 
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Cap Novelties 








protection is a subject of major importance?’ con- 
tinued Mr. Young. “Puritans have helped meet this 
problem in several ways. The company’s machines have 
been redesigned to produce a still wider range of con- 
tainer sizes and shapes so that manufacturers can ob- 
tain exactly the size they need as determined by their 
profit requirements. The 2', and 5 ounce sizes, as 
well as the brand-new 4! ounce size, are additions to 
the line. New styles have also been developed to pack- 
age specialties—such as iced milk—which help dairies 
maintain a good sales volume.” 


To protect profits further, the Puritan lid seat has 
been redesigned so that lids snap in easily, yet hold HOW 
firmly. This cuts packaging slow-downs, lid failures 


and wasted contents. The “double seal” interlocking TO MAKE 


bottom completes the ring of protection around flavor 


. — . 
*. 
and texture of ice cream. BETTER 


QUALITY N 
ICE CREAM 


Sales 


On the sales side of the picture, the importance of 
container design to create brand identity and to convey 
the quality idea has been clearly established during 
recent years. This phase of container production is : 
given special attention by the Connecticut firm. Ice i 
cream makers may have their own design reproduced —_ nie 
or have a completely new one designed for them. Ac- TWAALIS Al . 
companying this article are photographs of some typical CORN SYRUP ie 
American Paper Goods Company, ice cream and ice 
milk cups. WORKS WONDERS IN YOUR 


In the company’s Bag and Envelope Division, ser- ICE CREAM FORMULA... 
rated edge glassine bags are also decorated with special 
print designs for packaging various frozen specialties. 
| The Puritan Advisory Service is also a result of the _ . insures halanced sweetness! 
increasing growth and complexity of the industry. ; : “tt , 

: | : , . . brings out the delicate ice cream flavor! 
This service is available to any ice cream manufacturer eiadnanitiadl 

, : ; , y » ? 2 
who has a problem in packaging and would like to .- Ge ae aw 
benefit by the experiences of other companies in this . . insures heavier, chewier body: 
business. a 
Sweetose is Staley’s enzyme-converted sweetener, three 
times as fluid as ordinary corn syrup. 


is that provided by field representatives. These men 
cover the country and can be called upon to discuss 
problems in the manufacturers’ plants. The experience 
of these men, and their suggestions, samples and knowl- 
edge of production facilities can be of considerable 
help to ice cream manufacturers. CORN SYRUP 


A. E. STALEY MFG. CO., DECATUR, ILLINOIS 
is to keep pace with the industry. In Canada write to: 6876 Sherbrooke St, W., Montreal, Quebec 


Another phase of the service offered by the company 


In the field and in the factories, the firm's objective 
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Decals Delirer 








factors have been studied by ice cream manufacturers 
who have investigated the utility of decals. 
thing, it 


For one 
was learned that permanence is one of the 
important characteristics of decalcomanias. Re- 
tailers have found if practical not to remove these dis- 
plays from store windows or ice cream 


they have been affixed. 


most 


cabinets once 
The decals do not have to be 
cleaned or repaired, and they are not excessively space- 
demanding. Maintenance costs are thereby eliminated, 
and frequently the brand name and message of the ad- 
vertiser are perpetuated for years. 


Low In Cost 


From the economy standpoint, decals are low in 
cost because of the elimination of frequent distribution. 
The original cost of decals “per dealer” is customarily 
measured in cents rather than in dollars. 
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STURDY, SANITARY 
DIPPERWELLS 


The most durable on the market. Inlet and 
outlet connections give proper water circula- 
tion to meet health standards. Solid one piece 
aluminum construction. Bright polished finish. 


TAKE - HOME 
SPADES 


Ideal for take home 








tie-in. promotions. 
Low price to ice 
cream manufactur- 
ers. Highly pol- 
ished 


finish. 


SCOOP-RITE company 


806 Wilde St. Detroit 9, Michigan 


aluminum 








The 
assigned the comparatively simple task of installing the 
displays. Since they are more experienced in the opera- 
tion, they can handle it with greater speed and facility 
than the store keeper. 


ice cream manutacturer 's salesmen usually are 


Also. the opportunity is pro- 
vided for the salesmen to demonstrate to their custom- 
ers their desire to work with them. 


Among the messages that have become standard on 
decals are routine advertising announcements, customer 
and “ 


special offers and sales. 


“welcomes” thank you’s,” and details concerning 


Custom-Made 


Most decals are custom-made to the ice cream manu- 
facturer’s specifications. As far as application is con- 
cerned, size matters not. The large window valance- 
type decal is just about as easy to install as the small 
identification label-type. used effectively. 
Styles vary from the two-sided decals for glass doors 
and windows to the single-side type. A flat surface 
is most frequently used for regular decals, but special 
adhesive material can be added into the decals so that 
they will stick to virtually every kind of surface. 


Color is 
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z a 
duced to the public in mid-winter. The resultant fine Clinton Corn Syrup Solids 


sale through merchandising cabinets is indicative of : . 
the fact that the consumer will buy sherbet even in cold Make Finer Quality Ice Cream 
weather if the product is of high quality and contains 4 


plenty of real fruits. 4 LINTON Corn Syrup Solids (Dried ; 


. ~h Syrup) will not depress the 
Latest innovation of this Oregon firm is a catering Corn syrup) ul not dey ' 
salle te } ] . k freezing point of ice cream mixes as 
style ice cream put up in the Lily-Tulip pint package. | 
. : much as other sugars. Corn syrup solids 
Called Bulk Style Ice cream, the product contains hear weit, 
) also control crystallization and retard 
fourteen per cent butterfat and a sixty per cent over- ’ 
: growth of all types of sugar crystals— 
run as contrasted to the usual brick which averages , ail? oe 
. »rovide a high viscosity characteristic for 
8 ; 


100 per cent overrun. A comparative idea on retail rene 
improv ed body. For ice cream with vel- 


selling prices places the new pint package for the con- 
sumer at thirty-five to forty cents each as against the 
brick pint which retails at twenty-five to thirty cents 
each. 


vet-smooth appearance and extra rich- 
ness use Clinton Corn Sy rup Solids. 


The new premium quality pint cup emphasizes the 
importance of good flavor and emulsification which 
gives the product added richness and some chewiness. 
Frozen marshmallow strawberries, Masseys French 
vanilla and Hershey chocolate flavor are used re- | = 
spectively in the strawberry, vanilla, and chocolate ~ LENTON FOODS IN 
Cc ){ Cc. 


CLINTON, IOWA 








FINE ICE CREAM 
Ta ad 


bulk style package. The new container, on the market 
only since last September, has picked up new volume 
without the benefit of much promotional effort. 

Included in the novelty and specialty items made 
at the Froskist plant is the complete Joe Lowe line. 
Also, a five-cent chocolate coated ice milk bar is of- 
fered. The LeRoy Pure Maid ice cream sandwich and 
the Sky-Hi Cone are offered as ten-cent sellers. A 
sundae cup at ten cents and a Dixie Cup at a nickel are 
always available. Very likely an ice cream tart will 
be marketed this year. The bulk ice cream is put up 
and marketed in Sealright 2'4-gallon paper cans. 


Always Finer Peak Months 


As to the sales trend during the year, Froskist re- 

VA ~ i L LA + ports peak months in July and August, each month 
accounting for 12! per cent of the year’s business. 

June would run about 10'4 per cent; 6 per cent in 
December and January and 5 per cent in February. 
BECK VANILLA PRODUCTS COMPANY All in all, the Froskist success is based on the simple 


Pear ern TT ate Timea Tiree formula, so well known and so seldom used, of quality 














at the lowest possible price. 
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Cone Packaging 








to fit different size wire baskets. In these special packs, 
a divider with cones is lifted from the corrugated case 
and placed in the basket, thus eliminating handling of 
individual cones. 

Factory-filled coated cones involve the use of paper 
cups and therefore create different packing and filling 
problems. For hand operation, bulk packed corrugated 
cases and returnable cans are used as described above. 
Or the bulk pack in the corrugated case may come with 
the cones already packed in cups by the cone manu- 
facturer 


Speedier Operation 
For speedier operation, specially packed cones in 
cups are available to fit different size baskets. In this 
method, the cones and cups are packed into a filled 
news divider and divider, cones and cups are then 
placed directly into the basket for filling. 


A new development is the drop pack, in which cones 


are placed in a double divider. The divider and cones 
are moved over the basket in which cups already have 
been placed, and the dividers are separated so that the 
cones drop directly into the cups in the wire baskets, 
ready for filling. 

Our company has been concerned with the packag- 
ing of ice cream cones for many years and has strived 
to develop satisfactory methods. 
involved. 


Many problems are 
Because of the fragile quality of the cone, 
the unusual amount of handling required in manufac- 
turing cone novelties, and the annoyance of high break- 
age, the package is a very important part of the entire 
factory-filled cone operation. For example, the size of 
the hole of the divider that separates one layer of 
cones from the other is extremely important, because if 
the cone does not rest in exactly the right position, 
breakage will result. It is also important that the 
paper board used in the manufacture of this packaging 
material be odor-free and absorbent because of the large 
amount of cocoa oil used in dipping coated cones. The 
divider must be absorbent so that the oil will not inter- 
tere with other operations in the ice cream plant. 
When proper packing is used, any dripping of oil 
after packing will be caught in the filled news divider 
and will help maintain a clean operation. 
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MORSE DECALS, /vc. 


FACTORY AND GENERAL OFFICES + 1215 EAST 14th STREET, LOS ANGELES 21, CALIF. 
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The Reader Asks: 





"ECuu 
y >) 


By DR. C. D. DAHLE 


Technical Editor, Ice Cream Field 


Dia be ti 


‘Products id 


It would be appreciated very much if you could kindly 
forward to us a recommended recipe for the preparation of 
diabetic ice cream or sherbets. 


Answer 


We have just completed some work on diabetic ice cream 
and I am enclosing at this time a formula which I think 
would prove to be quite satisfactory. This contains 14% 
butterfat, 8% solids-not-fat, 12% Mannitol, .3-.4 stabilizer, 
and 4% glycerine. To get the proper amount of sweetness 
then, we add around 3.5 to 4.0 grams of saccharine in addi- 
tion. The Mannitol takes the place of sugar; glycerine is 
added to lower the freezing point so the product will not be- 
come too hard. 


DIABETIC ICE CREAM 


14% fat 40% cream 
8° solids-not-fat 4% milk 
12% Mannitol Cond. Skim 
0.3-0.4% stabilizer Mannitol 
4° glycerine Stabilizer 
3.5-4.0 grams saccharine Glycerine 





PRODUCTION PROBLEMS? 


If there’s anything awry in your production 
room, perhaps Dr. Dahle can provide the solu- 
tion to the problem. Address him c/o ICE 
CREAM FIELD, 19 West 44 Street, New York, 
18, New York. 
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Below you will find our ice cream formula. 
6582t 40°° sweet cream 
1530 4.1% whole milk 
135 powdered milk 
40535 cane sugar 
9 gelatin 


27 37+ total 


Our ice cream usually is of a fine texture and quite satis- 
factory to the trade. We pull a 100 per cent overrun. Occa- 
sionally one of our customers complains that the cream was 
off in texture. What could be the cause? Could it be in the 
pasteurization? 


Answer 


The analysis of the mix that you now are using runs as 
follows: 11.8% fat, 10.8% serum solids, 14.8°% sugar and 
0.33% gelatin. This is a well balanced mix and should have 
a good texture. There are many reasons of course, why the 
ice cream may be coarse in texture at certain times. If you 
wish to improve your texture slightly, you might step up the 
gelatin content to 0.35%. I am sure this would give you a 
smoother product. 


Ice cream should be frozen rather stiffly and drawn from 
the freezer at as low a temperature as is feasible. It should 
be hardened quickly and maintained in a hard condition 
until sold. In the cabinets, too, the tempergture must be 
maintained at a a fairly low temperature. Some dealers like 
to have the ice cream quite soft but this will very quickly in- 
jure the texture. The colder the cabinets can be maintained 
the better will be the texture of the ice cream. The simplest 
thing to do in your case would be to step up the gelatin 
slightly. 
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S00 Attend Tri-State Conclave 


ORE than 300 ice cream manufacturers and supply 

men attended the forty-fourth annua! convention of 
the Association of Ice Cream Manufacturers of Pennsyl- 
vania, New Jersey and Delaware held June 5 to 7 
Hotel Galen Hall, Warnersville, Pennsylvania. 


at the 


Before adjourning, the association re-elected all officers. 
They are L. G. Galliker, Galliker Dairy Company, Johns- 
town, Pennsylvania, President; Norman M. Clark, Sanitary 
Farms Dairy, Erie, Pennsylvania, Vice President; Fred A. 
Roberts, Philadelphia Dairy Products Company, Trenton, 
New Jersey, Treasurer; and William H. List, Jr., New 
York City, Secretary. 

Speakers during the meetings included Ben F. Crosby of 
the United States Department of State; John J. Sampey, 
Director of Research for Abbotts Dairies; J. W. Farley of 
the Cherry-Burrell Corporation; M. H. Brightman, represent- 
ing the Dairy Industry Committee; and others. 

Bill Shaw, Vice President of 
pany, Philadelphia was presented with a golf bag for having 
achieved the lowest net score in the golf competition. 

Mr. Clark. 
Eugene H. Goldstein of Golden Quality Ice Cream Com- 
pany, Plymouth, Pennsylvania, was Vice Chairman of the 


Breyer’s Ice Cream Com- 


General Chairman of the convention was 


Try this special blended formula in your marbleized 
ice cream. Whip or pump the sauces easily and eco- 


nomically. 





Packaged in 5 gallon steel pails. Requests for 
working samples and prices given prompt attention. 


BOYER BROS. aroowa. os 
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MANUFACTURED BY 





INCORPORATED 
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program committee. The entertainment committee was 
headed by Norman H. Thomas of the Joe Lowe Corporation, 
New York City. He was assisted by M. R. Burke of 
Robert M. Green & Sons, Philadelphia, and R. O. Davison 


of the Kelco Company, New York City. 


New York Outing Scheduled 


The annual outing of the Supply Men’s Club of Metro- 
politan New York will be held August 14 at the Plandome 
Country Club, Plandome, Long Island. sports 
contests, including golf, will occupy those attending the all- 
day affair. 


Extensive 


In a pre-outing communique, Glen Marlatt, Foremost 
Dairies, Brooklyn, New York, has notified the organization 
that he will lead the ice cream manufacturers’ baseball team 
in the traditional contest with the supply men’s nine. He 
predicted that the ice cream manufacturers will “slaughter” 
their annual rivals. 


To Issue Supply Directory 


The Board of Directors of the Empire Flyers, the New 
York State ice cream supply organization, has announced the 
decisions reached at its meeting on June 12. The meeting, 
presided over by Ted Hoye of Savage Arms, President, took 


place in Albany. 


It was announced that the Empire Flyers will make avail- 
able their new supplymen’s directory at the annual New 
York State ice cream convention to be held at Whiteface in 
September. Empire Flyer members and the companies they 
represent will be listed. The companies themselves will be 
listed separately in alphabetical order. The Directory will be 
made available to all ice cream manufacturers in New York 
State. 


The Empire Flyers also announce the election of new ofh- 
cers to fill vacancies which recently occurred. Sumner Bates 
of Nestles Chocolate was elected to fill the office of Vice 
President. Mr. Bates was formerly Secretary. John R. Weiss 
of Marathon Corporation, formerly a member of the Board 
of Directors, was elected Secretary. Ted Hoye continues as 
President and John Morey of Wood & Selick continues as 
Treasurer of the organization. 


ATA Executives To Meet 


The next executive session of the American Dairy Associa- 
tion will be held July 17 and 18 in Syracuse, New York. 
The 2-day meeting marks the first time in its 12-year history 
that the ADA governing body has convened as far east as 
New York state. 


point for eastern dairy farm forces in strengthening support 


The session will serve as a mobilization 


for the nationwide ADA movement to build markets for 
milk and its products. 
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PICTURED AT the June convention of the 
Association of Ice Cream Manufacturers 
of Pennsylvania, New Jersey and Dela- 
ware (by the ICE CREAM FIELD man) 
were, left to right: 


FIRST ROW: Mr. & Mrs. Ted Hoye, Mr. & 
Mrs. N. M. Clark all of Savage Arms Corp. 
Mr. & Mrs. Gerry Balch and Billy Reed of 
Balch Flavor Co., and Mr. & Mrs. F. G. 
Hummel of Johnstown Sanitary Dairies; 
Frank Poulterer of Germantown Mfg. Co.., 
and Walter Rosskam of David Michael 
Co.: Al Parks of David Michael, Bob Ker- 
ney of Parker Vanilla Products and Keith 
Van Buskirk of National Pectin. 


SECOND ROW: R. J. Kerns, Dick Kemp, 
Bill Reichert, Alan Miller and Frank 
Hooven, all of Abbotts. Bill Knowles of 
Grand Rapids Cabinet, Walter Justin of 
Philadelphia Dairies, Tom Shea and R. H. 
Jacobson of American Maize, Mrs. Knowles, 
Bob Smith, King Martell of Kelco; F. G. 
Emerson and N. Dearing of B. Young & 
Co; Roy Stout of C. Nelson Mfg. Co., and 
C. N. Engle of Schaefer. 


THIRD ROW: Bob Limpert of Limpert 
Bros., Bill Rabin of Empire Biscuit, Charles 


Policastro of Abbotts and L. J. Gutterman 
of Empire Biscuit Co; Vince Brown of 
Frigidaire and George F. Jenkins of Frigi- 
daire: J. M. Holmwood of J. M. Holm- 
wood, Inc., Norman Thomas and Norman 
Thomas, Jr., of Joe Lowe, Carl M. Noetzel 
of Borden's, Wilmington; H. A. Hagan of 
Breyers, Vern Smith of the Germantown 
Mfg. Co., H. E. Passmore of Anheuser- 
Busch and Paul Raffay of Breyers. 


FOURTH ROW: Bill Knowles of Grand 
Rapids Cabinet, Dick Gundrum of Morris 
Paper, George Armstrong of Mathieson 
Chemical Co., and Clarence Snyder of 
Nash Kelvinator; Percy Storr of Food 
Materials Corp., Rhen Gundrum of David 
Michael, Bob Davidson of Kelco and Lou 
Galliker of Galliker Dairies; Pete Coyle of 
National Folding Box, Sam Sawyer of Dixie 
Cup, Carl Noetzel of Bordens, Wilmington 
and Walter Rosskam of David Michael Co: 
H. C. King and Charles Slate of the Mary- 
land Baking Co. 


FIFTH ROW: Stanley W. Smith of Phila- 
delphia Dairy, M. J. Leichtman of Leicht- 
man Ice Cream, Dan Meehan of American 


Food Labs.. and Ear! Eshback of Philadel- 


2 | 


phia Dairy: Dick Moesle of Schaefer, Inc.., 
and Jerry Leichtman of Leichtman Ice 
Cream; J. J. Ernst of Pennco, Inc: H. Pratt 
of Philadelphia Dairies: Tom Sellers of 
Hooton Chocolate Co., and J. A. Leicht- 
man of Leichtman Ice Cream; Eugene 
Weiller of the Weiller Co. 

SIXTH ROW: Don Carter of Nash-Kelvi- 
nator, Mr. & Mrs. J. Hutchinson of 
Bloomer Brothers, Mr. & Mrs. C. S. Rogers 
of Maryland Baking Co., Mr. & Mrs. R. 
W. Fell of Nash-Kelvinator and standing 
above the latter, Mrs. C. K. Snyder, Nash- 
Kelvinator; Mrs. T. H. Sappie of Green- 
ville Dairy Company, Bob Limpert and 
Howard Strayer of Limpert Brothers Co.., 
T. H. Sappie of Greenville Dairy Co., and 
Mrs. Howard Strayer; A. C. Eppler and 
Rex Paxton of Sutherland Paper Co. 


SEVENTH ROW: Bob Brown of Eskimo 
Pie, George Anderson of the King Com- 
pany, Dan M. Fry of S. H. Mahoney and 
Ned C. Stierhem of Eskimo Pie: Mr. & 
Mrs. George B. Armstrong of Mathieson 
Chemical and Howard Grant of ICE 
CREAM Field: Charles A. Friedrich and 
William Friedrich of Keystone Wagon 
W orks. 
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PHILADELPHIA DAIRY Mixers held annue! 


outing May 25. Pictured there by the 
ICE CREAM FIELD man were, left to 
right 


FIRST ROW: Stan Roseberry of Pe-Ro Ice 


Cream. Duane and Frank Poulterer of the 


Green and Robert Meyers of Green Dairy, 
York, and J. J. Ernst, Jr.. of Pennco: 
Harry V. Brown of Brown's Frosted Foods: 
Joe Conway of Robert A. Johnston, H. E. 
Passmore of Anheuser-Busch, King Martell 
of Kelco and Bill Kirch of Wilbur-Suchard; 
Bill Friedrich of Keystone Wagon Works 


White, Allen Leichtman of Leichtman Ice 
Cream, Eugene Weiller of the Weiller Co., 
Jerry and Al Leichtman of Leichtman Ice 
Cream. 


FOURTH ROW: Paul Hammond of Del- 


vale Dairies, Pat Gallizzo and George Arm- 





Germantown Mfg. Co., all point to Gene 
Pearce also of Pe-Ro who made a hole-in- 
one on his morning round of golf; Roy 
Stout of the C. Nelson Mfg. Co., and Dave 
Gundrum of Morris Paper: Sam Price and 
Ralph Harvey of Chill-Ripe Fruit Co; Sam 
Ashmead of Cherry-Burrell and Eugene 
Weiller of the Weiller Co. 


Sons. 


James 


SECOND ROW W. A. Smyser 


and Charles P. Hernig of Peter Hernig 


THIRD ROW: Clarence Snyder of Nash 
Kelvinator, Bob Davidson of Kelco, Vincent 
E. Trayner of Paper Container and Paul 
Stewart of the Buhl Mfg. Co; L. George 
Rosskam and Walter M. Rosskam of David 
Michael Co; Carl Katzenstein of Star Kay 


strong of Mathieson Chemical, Joe Cella 
of Cesco Container Co., Bob Lyon of 
Mathieson and Dave Connell of Brown's 
Frosted Foods; Bill Bedford of Peter 
Hering Sons, C. M. Minthorn of Chester- 
Jensen Co., and Fred Martin, Jr., of Sylvan 
Seal; Dewees Showell of the Mulholland- 
Harper Co., Ernie Fischer of Creamery 
Package and Manny Burke of Robert M. 
Green. 





, ¥ © . 
TAILM Holds Spring Meeting 
More 
Directors Meeting of the International Association of Ice 
Cream Manufacturers, held late in May at the Hotel Broad- 


moor, Colorado Springs, Colorado. Various business matters 


than 220 persons attended the Spring Board ot 


affecting the ice cream industry were discussed. 


io Society Makes A | 
Ohio Society Makes Aware 
Ohio 
presented a check for $100 to the Ohio State University 
added to the 


Central Ohio Dairy Technology Society Fund established in 


The Central Dairy Technology Society recently 


Development Fund. This donation 1s to be 
1950 to be used by the Department of Dairy Technology as 
need may arise. A committee of Dairy Technology Societs 
members and Department of Dairy Technology staff mem 
bers constitutes the governing board for the fund 

This marks the second year that such a donation has 
The establishment ot the special 
fund took place while Ward K. Holm was President of the 


Societys Mr 


, , | 
heen made by the society 


Holm is now Secretary ot the Colorado LD airs 


90) 


Products Association at Denver. The check, a contribution 
trom the Society. was presented to Kenyon S. Campbell, 
Field Director of the Development Fund. by Dr. O. F. 


Garrett, President of the Society. 


“Ace” Marks Philadelphia Outing 


A hole-in-one was the talk of the May 25 outing of the 
Philadelphia Dairy Mixers, held at the Aronimink Golf 
Club, Newton Square, Pennsylvania. 

The “ace” was achieved by Gene Pearce of the Pe-Ro Ice 
Cream Company, State College, Pennsylvania on the 135- 
yard fifth hole. Mr. Pearce used a No. 7 


one astonished the other members of Mr. Pearce’s foursome, 


iron. The hole-in- 


which included Stanley Roseberry, also of Pe Ro, and Duane 
and Frank Poulterer, both of the Germantown Manutactur- 
ing Company, Philadelphia stabilizer manufacturing firm. 
Vincent C. Crowley of Crowley’s Milk Company, Allen- 
town, served as chairman of the entertainment committee. 
A full day of sports, a dinner and professional talent were 


high spots of the outing 
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| New Products | 











* ? ’ ' | 
Freezing” in prolonging the lite of — need to smaller restaurants with limited 


KOLD-HOLD CATALOG 
“Hold-Over” truck plates is explained. 


space . 


iS °° OOIVWi¥> 


SEAV1e MOLLY BRO ESE GlOon-aion 


The 1951 refrigeration catalog just 
released by the Kold-Hold Manufac- 
turing Company contains information 
needed 


plate requirements. It is a practical ref- 


for computing refrigeration 
erence source for such information as 
the heat leakage factors of common 
types of insulation, the specific and 
latent heats of many perishable foods 
and the average value for air infilera- 
tion loads. It 
and simplified charts for computing 


tor 


contains instructions 


“Serpentine” plate requirements 


refrigerating rooms, cabinets and cool- 
ers. 

Typical flake hookups and a simpli- 
hed method for figuring truck plate 
requirements are also shown. Com. 
putation charts are divided into high 
temperature and low temperature ap- 
The “Perimeter 


plications. value of 





Your Firm Name 


Your Name 


Your Title 





The catalog has been caretully in- 
dexed and sectionalized tor eas reter- 
ence. AN COPY will be maitled free upon 


request, 


SUNDAE DISH 2 


Lily-Tulip Cup Corporation has an 
nounced the introduction of its latest 
sundae dish, 466 S, 


created to appeal to those fountains 


the especially 


serving smaller size ice 
cream servings. Bordered in Lily’s leat 
design, this newest addition to the Mix 
rite family is adaptable to all kinds ot 


interested in 


sundaes. 


The 466 S is designed to fit into all 
dish holders, $0 


unnecessary 


conventional conical 
new holders are 


fountain operators already equipped 


for the 
However, a new dispenser is available, 
produced in a red and grey color com- 


bination. 


‘“3-FOOTER” FOUNTAIN 3 


Foremost Fountains, Inc., ts now 


featuring a complete soda fountain 
unit that is only three feet long. It 
is called the 3-Footer and answers the 


INFORMATION PLEASE 


To New Products Department, 
Ice Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the July issue. 


ome eet ae ces ee 


unit has the construction 


This 
features of the larger Foremost units: 
all the interior and exterior working 
surfaces are of stainless steel; there’s 
not a sliver of wood in the construction. 
It has pure vegetable cork insulation 
throughout. The 3-Footer contains an 
instantaneous cooler that eliminates the 
water bath; a carbonator; a compres- 
sor; a small bottle-storage compartment 
with 100 percent all dry refrigeration; 
and 
stainless steel waste chute; four syrup 
three 


a removable tlting refuse bin 


three crushed fruit jars; 


jars, 
syrup pumps and a heavy duty choco- 
late pump; a running water dipper 
well; concealed cold wall refrigeration 
in the syrup rail; two insulated draft 
for 


arms (double service water arm 


waitress service available.) 





(Print Identifying Numbers ) 
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“Hor the finest in ic 


MicGRAW CHEMICAL COMPANY 


FLavoR-OF-THE-YEap 


Butter Brickle 


CANDY FLAVORED 
ICE CREAM 


A\"BIG-4” 
ALL-YEAR SELLER 


W RITE for Broadside of Free 
Advertising-Merchandising 
Helps. 


~ @G 
“F FENN BROS., INC., SIOUX FALLS, SOUTH DAKOTA 


831 SOUTH WABASH AVE., CHICAGO 5, ILLINOIS - + < *BUTTER BRICKLE is the exclusive Trade 


ALPHA PRICE LIST oT 


Alpha Aromaty Ss, Inc has issued its 
price list that hecame e ftective June l. 
It contains descriptions and prices of 


line ot products 


the ftirm’s extensive 
tor ie cream manutacturers. Copies 


i | 
of the list are available on request 


DAIRIO 5 


A new milk chocolate ice cream 
flavor has heen placed on the market 
by the Walter Baker Division of Gen 
eral Food ( orporation Known as 
D>airio, it ts produced in ilake form 
that blends with ice cream mixes. It 
comes packed in mftty pound drums 
Che product was created in the dairy 
department ofa leading American unt 


versity two years ago 


SUPERSTRUCTURES 


Something new in superstructure 
and liters tor ice cream cabinets 1S he 
ing introduced by Brown-Blodgert, Inc 
In these superstructures, the illustra- 
mons are placed quickly into slides 
Thus the messages are easily changed. 

Three models of ee are 
offered, each with single face holding 
two or three pictures, or double taced 
tor island type cabinets, holding four 
or SIX AN tolder will he sent upon re 


quest. 


f Fenn Bros., Im 


CAN-PRO CONTAINER 7 According to Bob Balan, Ad-Color 
Can-Pro Corporation has made avail- Sales Manager, “Our aim has been to 


; make these full-color transparencies so 
able a dry ice shipping and storing con- 


P | 
litelike and mouth-watering that cus- 
tainer that is insulated with more than 


{ ' ' Tr! tomers want to eat the ice cream right 
three inches of hbrous felt. Th iside 


, ) out of the picture.” A 400 percent in- 
liner 1s made of metal, and the con- 


] 


! 
: crease in gallonage was reported recent- 
tainer has a heavy stee!, reintorced 5 5 F 


ida ly by a Western concern using Ad- 
Color photos, he said. Electronic con- 
trols are used to obtain new color 
splendor and fidelity at reasonable 
cosfs. 

The company offers to send samples 


and literature to interested concerns. 


ACE MODEL C-8-D 9 


Advanced styling and new con- 
structional developments are the key- 
note features of Ace Cabinet C orpora- 
tion’s Model C-8-D ice cream storage 
cabinet. It has eight holes accessible 
through interchangeable flip-flop type 
lids. Lids have a special self-sealing 
snap-on collar which is replaceable. 

Sealed corners give “perfect closure” The condensing unit “rolls out” for 
to this Can-Pro container, a company cleaning and servicing. Two grills and 
spokesman noted. They prevent escape perforated kick-plate provide ventila- 
of cold air and reduce evaporation of — tion for the air cooled motor. Storage 
dry ice. The container is illustrated capacity: six 5’s and four 2!) gallon 
above. containers, a total of forty gallons. 
Dimensions; 62',” long, 30'4” wide 


TRANSPARENCIES 8 and 32',” high. Detailed information 


Lt 
‘ < ‘ > > > 
Full-color photo transparencies show- — * available on request. 


ing various ice cream dishes and 
products are now being otte red direct 
to ice cream manufacturers and to ice 
cream cabinet manufacturers and dis- 
tributors by Ad-Color Photo Corpora- 
tion. The complete selection of natural 
color, true to life photograph (on film, 
not printed or lichograp shed) is avail- 
able in sizes to fit any ice cream 


cabinet. 
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MAINTENANCE MANUAL 10 

Cherry-Burrell Corporation has issued 
a twelve-page, two-color maintenance 
manual to help processors of milk and 
other foods lengthen the service lite of 
Flexflo centrifugal pumps and sanitary 
tubing and fittings. 

Included in 
pumps are detailed descriptions of their 
operation, 
Of 


special pump check list discribing pos- 


the section on Flexdo 


installation, fnaintenance, 
and cleaning. importance is a 
sible troubles and telling what the 
causes might be. 

Similar information provided on 
values, fittings, and tubing 
“do’s” and “don'ts.” 


Throughout the booklet, photographs, 


sanitary 
lists various 
line drawings, and dismantled views of 
equipment facilitate understanding of 
the information. 

Material is arranged in such a man- 
ner that it can be used to establish a 
Planned Maintenance Program tailored 
All 


suggestions and information are based 


to the individual plant’s needs. 


on Cherry-Burrell’s experience in pro- 
viding sanitary equipment for food 


processors. 


N 
f, 
If you need additional cooling and 
storage for mix, but are short of 
floor space, the Mojonnier Vertical 


Cold-Wall Tank is an ideal solution. 
These tanks not only increase 


COATINGS BULLETIN 11 


What has been described as a com- 
plete and authentic presentation on the 
properties, and 


methods of application of synthetic 


characteristics, uses 
rubber resin based coatings is contained 
in a new brochure just issued by the 
Casey & 


Covered are machinery enamels, damp- 


Case Coating Company. 
! ~ . 2 ] 
wall enamels, Stucco-masonry cealings 


and pri- 


marily formulated tor maximum resist- 


scuft-free flour finishes, all 


ance 
These 


maintains. are the resule of a fifteen 


to corrosion or erosion. 


coatings, the manufacturer 
year study of industry’s requirements 
for products of this nature and five 
years of laboratory and field testing. 
This informative bulletin is available 
to those interested in problems ot cor- 


rosion control. 


SANIKLEEN 


A new 


12 


odorless general purpose 
liquid cleaner and sanitizer for in- 
dustrial use, combining a quaternary 


and 


patible synthetic detergent is now he- 


ammonium compounded com.- 


/ 


Ye 


EB ni ft, 
he, 


for 
COOLING 
and 


ing manutactured by the West Dis- 
intecting Company. 

Known as Sanikleen, this addition 
to West's line is said to be easy to use 
and permits cleaning and sanitizing 
in one operation. It reportedly elimi- 


nates t! 


ve need for an extra, separate 


and 


savVINgs in 


makes 


and 


sanitizing rinse theretore 


possible time, labor 


materials. 


An effective cleanser in hard or soft 
water, leaving no residual soap film, 
Sanikleen can be used for cleaning and 
sanitizing walls, windows, dishes, glass- 
es, eating utensils, and floor and sur- 


taces of wood, concrete, linoleum, 
asphalt tile, terrazzo and similar ma- 
terials. 

Thoroughly tested for toxicity, the 
odorless Sanikleen has been found safe 


in ti 


lis respect, making it suitable for 
use in dairies, food, plants, and similar 
places. 

Only one ounce of Sanikleen is re- 
quired per gallon of water for general 
use. Surfaces may be mopped, scrub- 
hed, or brushed with this solution; for 
extra heavy-duty cleaning the concen- 


tration may be increased. 


EGE THN Se ne 


freezer capacity by cooling mix ST0 RI N ( Vi X? 
to as low as 28 =F. as it comes from . 
the initial cooler, but also provide 

safe, sanitary, low temperature storage in small floor space. 

Of seam-welded construction, Mojonnier Vertical Cold-Wall Tanks 

feature gentle, long-sweep agitation, sanitary power units and a 

refrigeration system of advanced design. 

Write for full details to: 

Mojonnier Bros. Co., 4601 West Ohio Street, Chicago 44, Illinois 


COLD-WALL TANKS 


Mojonnier Engineered Equipment for the Ice Cream Industry Includes) VACUUM PANS * 
COMPACT COOLERS * CASE WASHERS © INTERNAL TUBE COOLERS «+ 
PRODUCERS COLD-WALL TANKS * 


1,000 gal. Mojonnier Vertical Cold-Wall 

Tank in midwestern plant, cooling and storing 
ice cream mix. Mojonnier 4-2-60 model 
Compact Cooler, used for initial cooling, 
shown at right. 


TESTERS + CONVEYORS + TUBULAR HEATERS ¢ 
VACUUM FILLERS © EVAPORATORS © OVERRUN TESTERS « 
PROCESSED CHEESE KETTLES + CULTURE CONTROLLERS * 


BALANCE TANKS 
BUTTER PRINT SCALES 
CUT-WRAP MACHINES 
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| What's New 








MORSE APPOINTS NOLAN, WALLEY 

Robert Mi rse. head of Morse Decals ol | Os Angeles. Cal: 
fornia, announces several changes in the company’s sales per 
sonne|! A new office has heen established in St | 


I hom is Nol im as 


Ou with 


branch manager 





David Z. Walley 
Thomas Nolan 


left} 
(above). 


ana 





David Z. Walley w 


ttouston, Texas since 1948, has been promoted to Southeast 


© has represented Morse Decals in 
Division Manager. He makes his headquarters in Chatta 
hooyya, I ennessee 
Mi 
Tulsa, Cklahoma 
| 

I] 


I 
Val 


Nolan Was tormerly the Morse Decal re “resentative 


he Mississippt 


His branch wil] cover t 


ey tor the decal firm 
CHERRY-BURRELL APPOINTS TWO 
R. R 


( incinnat! 


Cundall, manager of Cherry-Burrell Corporation's 


Branch, recently announced the appointment of 


two ret 


presentatis cs 


Kenneth King, a graduate in Dairy 
Technology at the University of Tennessee, has been assigned 


the territory in central Dennessee with headquarters in Nash 


ville. Donald Jones, a graduate of the University of Wis- 


cOoNnsin department oft dairy industry and a tormer Cherrv- 

" 1 ' ' 

Burrell representative in the state of Mhuchigan, has been 
. . } | > " , . , ] K . | | } > | 

ASS1) ned the territory in central entucky anda soutnern n- 


‘ ‘ ‘ ‘ | 
giana, with headquarters in Lounsville 


SPECIALIZING 
‘Stabilizing 
GERMANTOWN 


MANUFACTURING CO. 


5100 LANCASTER AVE., PHILA. 31, PA. 


PROFESSOR CLEVENCER DIES 


Funeral services tor Protessor William L. Clevenger, sixty- 
nine, a veteran member of the North Carolina Srate College 
taculty, were held from the West Raleigh Presbyterian 
Church, Raleigh, on June 9. 

Professor Clevenger, who joined the North Carolina Strate 
College faculty on August 1, 1923, died in his sleep in a 

He 


= . | 
Carolina State College at the 


age | 
Knoxville, Tennessee, hotel room on June 8. was in 
* ‘ 7 

Knoxville representing North 


annual meeting ot the American Darr Science Association. 
SALES POST TO THOMAS 


loe Lowe 


The 
Corporation, na- 
tionally known 
supplier to the 
ice cream indus- 


trv, has an- 


nounced the ap- 
pointment of 
Norman Thomas 
Jr. as Sales Man. 
the 


ager ot Ice 


Cream Depart- 
ment’s Eastern 
Division (see ac- 
companying pho- 
to). 
‘Tommy’ 
Thomas, who has 
been with the Joe 
Lowe Corporation 
for twenty-six years, will spend a good deal ot his time in the 
held with the Joe Lowe Corporation sales organization and 
will, in addition, devote himself to ice cream development at 
the company’s New York City headquarters. 

Mr. Thomas has long been active in industry affairs. He 
is a Director of the Association of Ice Cream Manufacturers 
of New York State and Cream 
Manufacturers of Pennsylvania, New Jersey and Delaware. 


the Association of Ice 


a a a — << 


it’s 
BLUMENTHAL BROS. Rr A 


PHILADELPHIA, PA, 
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THERMACOTE NAMES SCHAFFER 


The Thermacote Company 
i 


ot Newark, New Jersey an- 


nounces the appointment of 
Edward ] Mid- 


west Sales Manager 


Sc after is 


Mr. Schatter has been as- 
sociated with the Thermacote 
Company tor approximately 

ten years, having previously 
been in charge of sales in the 
Pacihc Northwest. 
E. J. SCHAFFER 
Increasing volume of sales 
on transparent C-Thru lids for ice cream cabinets has made 
it possible for the Thermacote Company to increase sales 
personnel in this area. 


Mr. Schaffer will make his headquarters at 612 N. Michi 
gan Avenue, Chicago, Illinois. 


ROBERT W. WAGSTAFF IS VENDO VP 


Robert W. Wagstatt was 
elected Vice President of the 
Vendo Company on May 24, 
according to an announce- 
ment by E. F. Pierson, Chair- 
man of the Board of Direc- 


tors. 


Mr. Wagstaft’s rise to his 
present position at Vendo has 
been rapid. He came to the 
company in 1945 as general 

R. W. WAGSTAFF : 

counsel from the Sinclair Re- 
fining Company’s western district office, located in Kansas 
City. In 1946 he was elected to the Board of Directors of the 
Vendo Company, and in 1947, he was made Secretary of the 
company. In 1949 he became Vice President and general 
counsel, as well as executive assistant to the President, John 
T. Pierson. In this position he was made responsible for the 
sales and personnel policies of the company in addition to 
his legal duties. Since the first of the year, he has assumed 
responsibility for the company’s government procurement 
activities. 


NESTLE’S APPOINTS HUGCINS 


Thomas F. Corrigan, sales manager of Nestle’s Chocolate 
Company, Inc., has announced the appointment of Ivan D. 
Huggins as Divisional Sales Manager of the Pacific Coast 
sales operation. The territorial responsibilities of Mr. Hug- 
gins include the states of California, Washington, Oregon, 
New Mexico and Arizona. 

Mr. Huggins joined Nestle’s Chocolate Company in 1940 
and has, until his promotion, been Territory Manager of the 
1947. Mr. Huggins served as a 
commissioned officer in the Coast Guard in World War II. 

He will make his headquarters at the Nestle’s Chocolate 
Company’s offices at 383 Brannan Street, San Francisco. 


FRANK ANTOLLINO, SR. IS DEAD 


k Antollino, Sr.. former Vice President of Golden 


Crest Farm Ice Cream Company, New Haven, Connecticut, 


San Francisco area since 


Fran 


died last month after six months’ illness. 
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SOLFAT 
DETERMINATOR 


WHEN YOU CONTROL 
FAT AND SOLIDS 


Eliminates Loss of Valuable Ingredients 
Insures Compliance with Legal Standards 
Helps Produce Unitorm Taste and Texture 
Increases Customer Satistaction 
Practical tor Any Size Dairy 

CONTROL EQUIPMENT 


WRITE TO 
DEPT. BS FOR 
LITERATURE 


9330 ROSELAWN « DETROIT 4, MICH. 


CONTINENTAL CAN APPOINTS LEE 


Continental Can Company recently appointed Jack S. Lee 
a district sales manager of its Paper Container Division. He 
will make his headquarters in Kansas City, Missouri. 

Mr. Lee formerly was associated with the Mono Service 
Company for over fifteen years, prior to its being taken over 
by Continental Can Company in 1945. 


GRC APPOINTS ROBERT W. MANN 


Roberr W. Mann recently 
resigned his position as Man- 
ager of the Western Pioneer 
Sales Company of San Fran- 
cisco to accept the appoint- 
ment as Sales Manager of the 
Grand Rapids Cabinet Com- 
pany, nationally known man- 
ufacturer of soda fountain 
and luncheonette equipment. 

Mr. Mann has a large na- 
R.W. MANN 

tional acquaintance in the ice 
cream industry and the wholesale drug field as well as a 
wealth of experience in design, store-layout and sales of 
soda fountain and luncheonette equipment. Beginning as a 
draftsman, designer and store layout man with the White 
Knight Soda Fountain Company, he has successively been 
Sales Manager of fountain and fixture sales for several of 
the leading manufacturers. 














You Make More Money With 


FRANKLIN REFRIGERATED BODIES 


%& Made of Steel Electrically Welded for Strength and 
Lightweight. 


% Incorporate every known improvement which means 
the right design and the proper features for your needs. 


*% Greater payloads at lower operating costs. 


Write today for a quotation on your particular problem, 
whether it is a replacement or a fleet edition. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, N. Y. 
Tel.: STerling 9-5400 

















Basiness News 











MAY ICE CREAM PRODUCTION UP 


May ice cream production in the United States, estimated 
at 57,640,000 gallons, was four per cent larger than a year 
earlier 1945-49, 


the Bureau of Agricultural Eco- 


and was one per cent above the five-year, 


average for the month, 
nomics reports. 


With the exception of 1946 and 1947 


May output on record. Seasonally, the gain this year was 


, this was the largest 


thirty-three per cent, compared with a thirty-four per cent 


advance last year and an average rise of sixteen per cent 


1945-49. 


a veraged 


hetw een 
The 


12.1 per cent for the country as a whole. 


April and May in the five-year period, 
in May 


butrertat content of ice cream made 


MEADOW GOLD WAREHOUSE BURNS 


[Damage estimated at more than $100,000 was caused by a 
fire on and 


branch in 


June 13 in the warehouse stockroom of the 


Gold Ice 


The blaze did not impair plant operations, and 


Meadow Baltimore, 


Marvland 


a notice to that effect was sponsored in local newspapers by 


Cream Company 


the firm 


to control the 


{Have Tried 


It required about one hour tor firemen 


e FOR QUALITY AND PROFITS 
e EASY TO USE—ECOROMICAL | 


THE CREAMERY PACKAGE MFG. COMPANY 


OP ee OM ees |) eae 
Sales Branches in 2! Principal Cities 





fire. Packaging materials and refrigeration equipment were 


ruined. 


SUTHERLAND PLANT EARNS AWARD 


Sutherland Paper Company has recently been presented 
with an award by Factory Management and Maintenance 
Magazine, for construction of a significant new industrial 
This award was given for the Sutherland plant in 


Santa Clara, California (see accompanying illustration). 


plant. 


One of the primary reasons for this award was the low 
cost per square foot of floor area (less than four dollars). 
Among other contributing factors were the use of noncritical 
material, the short construction time required and the func- 
tional design of the building. 


NESTLE’S'- PETER’S’- RUNKEL’S' 


Chocolate 


COATINGS - LIQUORS 
GRANULES - COCOAS 


“the choice of those who insist on the best” 
WITH THAT FAMOUS 


NESTLEs 


CHOCOLATE FLAVOR 








Nestle’s Chocolate Company, Inc. 
60 Hudson St., New York 13, N. Y. 
Branches in Principal Cities 
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BACKLIGHTED SUPERSTRUCTURES 
TO PROMOTE SALES 


Easily attached to any ice cream cabinet. 3 models, 
each in single face holding 2 or 3 illustrations, or 
double faced for island-type cabinets holding 4 x 6 
Pix; with or without flavor slides. No mounting be- 
tween glass; Pix quickly changed. New Pix now ready. 

Full line of de luxe Laminated Plastic Flavor Slides 
fit superstructure illustrated, and most ice creain cabi- 
nets. Ask for new illustrated folder with prices. 


BROWN-BLODGETT, INC. 


407 Empire Bank Bidz. 
St. Paul 1, Minnesota 
Phone Garfield 8544 








AD CAMPAIGN LAUNCHED 


An extensive advertising campaign has been launched by 
American Food Laboratories, Brooklyn, New York, manu- 
facturer of ice cream flavors, stabilizers, emulsifiers and food 
specialties. 

Each advertisement in the American Food campaign is 
planned as a “stopper,” slanted to get a strong selling idea 
across with the greatest impact. One of the first ads in the 
series was headlined, “The Salesman who SHockep an Ice 
Cream Manufacturer!” This two-color, two-page advertise- 
ment noted that American Food stabilizers are effective in 
protecting ice cream from heat shock. According to a survey, 
this was one of the best-read trade advertisements of the 
month. Although it was planned primarily as support for 
American Food salesmen, rather than as a means of pro- 
ducing direct inquiries, it drew an unusually large number of 
responses from ice cream manufacturers. 

The Rockmore Company, New York City, is the adver- 
tising agency responsible for the campaign. 


NATIONAL ADS FOR DUNCAN HINES 


National advertising for Duncan Hines ice cream will be 
inaugurated in July. The national media promotion program 
gets underway with a full color, full page ad appearing on 
page three of the July 17 issue of Look Magazine, according 
to Roy H. Park, President of Hines-Park Foods. 

The initial ad features Duncan Hines Ice Cream which is 
“one of 156 quality Duncan Hines Foods,” according to the 
ad copy. The ad features a head and shoulders portrait of 


udson’s | 


VANILLAS 


. i . 
Vanilla 
Prod ucts 


6310 LINCOLN AVE., MORTON GROVE, ILL. 


Finest Vanillas for Over 60 Years 
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the world-famous authority on good food, Duncan Hines, a 
serving of strawberry ice cream on a Wedgewood plate and a 
reproduction of the Duncan Hines Ice Cream pint container. 

The ad is being reproduced for tie-in displays, local adver- 
tising and mailings by the various Duncan Hines food and 
ice cream manufacturers and their dealers across the country. 


MERRITT LIDS AVAILABLE IN CANADA 


R. E. Merritt & Associates of Pasadena, California, pro- 
ducer of transparent lids for all makes of ice cream cabinets, 
has just appointed King Plastic Industries, 62 Wallace Ave- 
nue, Toronto, Canada as exclusive Canadian source of sup- 
ply. 


GORDON COMPANY REPRESENTS LIMPERT 


Limpert Brothers, Inc., Vineland, New Jersey manufac- 
turer of flavors, fruits, nuts and toppings for the ice cream 
trade, announces that the A. F. Gordon Company, of 1576 
Lamar Street, Memphis, Tennessee, will represent the firm 
in Arkansas, Mississippi and western Tennessee. 

The A. F. Gordon Company, headed by “Bob” Gordon, 
has been a manufacturers’ representative for supplies to the 
dairy industry for the past fifteen years. 

Harold J. (“Bob”) Limpert, Field Sales Manager for 
Limpert Brothers, who is presently visiting the Texas trade 
with Limpert’s Texas representative, Marvin Bouldin, will 
visit the trade in the Arkansas-Mississippi-western Tennessee 
area with representatives of the Gordon Company during the 
latter part of July. 


QUALITY 
: NUTMEATS 


For Delicious Nut Ice Cream 


BUTTERED SELECT PECANS 
The Queen of Nut Flavors 


BUTTERED TOASTED ALMONDS 
Very Tasty ... Very Populer 


TOASTED CHOPPED NUTS 
Widely Used in o Variety of Nut Flevers 
Prepered Fresh to Order . . . Supplied Ready te Use 


THE ASSORTED NUTMEATS COMPANY 


4225 MAIN STREET PITTSBURGH 24, PA. 











SNACKBAR JUNCTION” is the name of a combination restau- 
rant and ice cream bar located at !0809 South Western Avenue 
n Chicago lce cream 
and food service in this unique establishment is accomplished with 


the interior of which is pictured above 


Customers show as much interest in 
the mode of delivery as in the food, proprietor J. B. Millard 
reports. 


4 miniature electric train 


Bowman Dairy Company provides the ice cream sold in 


this store, which does a substantial business in the Malt-A-Plenty 


dairy drink 





B. YOUNG MOVES OFFICES 

The New York City offices of B. Young and Company of 
America, Ltd 274-6 Madison 
Pelephone number Hill 5-9381. 


| | 
expansion necessitated the move to iaryer quarters, 


! ! 
nave peen moved t Avenue. 


there is Murray Business 


TO HOLD YOUR 
CUSTOMERS 
AGAINST 
COMPETITION 


your customers something EXTRA 
ing to your cost 

Thats the 
food antioxidant 
AVENEX 
cream 


tlavor. 


ive 


without add 
and you are sure to keep ahead of 


AVENEX, the well 


competition! Quick story on 


known 


actually protects the 
if helps 


deliciousness of 
you get a fresher, 


your ice 


richer, really true 


Let us show you how you get all this at no extra 


cost! Write us 


SPECIAL OFFER Buy 50 Ib. test bag at I5c per Ib. 
(1S' 2c West of Rockies). Purchase price refunded in full 
if you are not entirely satisfied after using bag. 


AVENEX CORPORATION. 


250 West 57th St.. New York 19 


AVENEX 


THE PURE FOOD STABILIZER AND ANTIOXIDANT 





Add Profits NOW'! 


Pick Up Sales with 


BESTOVALL 
Fruits and rlavors 


BUTTERSCOTCH iis! the rmeht blend 
BLACE -aggeeeapir- omental papermerpe Kev 


CHOCOLATE '!: 


FROZEN yi pv The 
FRUITY eoces= => 





qd just 
TOASTED WALNUTS 
ORANGE PINEAPPLE 


here s ist thre \ 
tote abl 
BUTTERED PECAN SAUCE 
Petittey pecan ina trie! sper als 
ALMOND BUTTER CRUNCH 
or a uscious flavor treat 
RED MINT PELLETS '\))) 
MACAROON CRUNCH \\""! 
! in cot i> Lt topping 
And don't forget Eestovall PURE vanillas 
Manufactured Since 1877 by 


" H. A. JOHNSON 0," 


Meunt Vernon, N. Y 


155 Ne. Beacon St 
ss ge 4 wy 











CARNATION PROMOTES 


Four promotions have been announced by the Carnation 
A. M. Ghormley is the new Assist- 
ant to the President. William Backstrom is head of the 
Fresh Milk and Ice Cream Division. J]. E. Bullis and W. D 
Assistant Vice Presidents. 


Company, Los Angeles. 


Dobson are 


MITCHELL IS APPOINTED 


A. Mitchell, head Manufactured Products 
Division of the Golden State Company, Ltd., 


Stuart of the 
has been ap- 


Calitornia division. 


BECKNER LEAVES LOUIS SHERRY 


Paul 


Sherry Ice Cream Company, 


pointed manager of the firm’s Northern 


Louts 
New York. 


has resi zned, 


Beckner. General Production Director ot 
Long Island City, 
than ten vears, 


and with the firm for more 


effective June 29. Mr. Beckner plans to go into business for 


himself in Niles, Michigan. 


EL! GARBER SUCCUMBS 


Eli Garber. 


died late last 


He was eighty- 


President of Penn Dairies, Inc.. 
month at his home in Lititz, Pennsylvania. 
seven vears old. 


Mr. Garber had been head of Penn Dairies. 


ates eighteen ice cream and milk distributing branches, since 


which oper- 


the company’s establishment in 1929. He was also President 


of the Garber Ice Cream Company in Allentown, Pennsy]l- 


vania. 
Survivors include 


a son, J. Ferry Garber, three daughters, 


ten grandchildren, four great-grandchildren and a sister. 
July 


Ice Cream FIetp. 195] 





Classified Advertising ——-e - 


FOR SALE 


FOR SALE: Owner drafted. For sale 
1941, 650 gallon | ton Dodge. 1949 

ton vending truck, | loose vending body 
tor or 3/4 ton truck and two vending 
bicycles. If interested write Mrs. C. Vann 
137 Stadium Place, Syracuse, N. Y 


FOR SALE: 70 gallon Emery Thompson 
stainless steel hardening cabinet with one 
HiP. water cooled compressor. Perfect con 
dition, used about one year, Price $990 
F.O.B. Elmira. Royal Dairy Creamery, 665 
Lake St, Elmira, N. Y¥ 


FOR SALE: 60 and 150 gallon Cherry 
Burrell and Creamery Package Continuous 
Freezers: 300 gallon Cherry-Burrell Model 
SV Holding Vats, s.s. lining with suspended 
Tinned Copper Cooling Coils; 1000 gallon 
Creamery Package Horizontal Coil Vats 
with S.S. Linings and T.C. Coils; 150 and 
200-gallon Round S. S. Pasteurizers, also 100 
to 300 gallon Cherry-Burrell SS. Spray 
Pasteurizers; 125 to 1500 gallon Homog 
enizers or Viscolizers; Mojonnier S.S. Cabri 
net Coolers 8 wings each, 72 tubes high 
Fillers, bottle washers, Surtace Coolers 
Separators, Clarifers, Vacuum Pans, Pumps, 
etc. Write or wire your requirements. Leste 
Kehoe Machinery Corporation, | East 42nd 
Street, New York 17, N. Y. Telephone 
MUrray Hill 2-4616 


FOR SALE: York 6 x 6 ammonia 
compressor in use now, available at anytime 
Puritan Ice Cream Company, Kendallville, 
Indiana 


FOR SALE: $85,000 worth of ice 
cream plant equipment for $25,000, 
building for sale. Best Ice Cream Co., 
Inc., 636 Jackson Ave., New Orleans 
13, La. 


FOR SALE: Ford |! Ton chassis 1946 
with 1000 gallon body, mechanically re 
frigerated; also 650-gallon body with four 
refrigerating plates and 1'; hp compressor 
Reply to box 363, c/o Ice Cream Friern, 
19 W. 44th St.. New York 18, N. Y 





~~ 


e 


FOR SALE: “York 14° x 11” VSA 
Ammonia Booster Compressor, V belt drive 
torce teed olime system, condition like new 
Box #354 Ice Cresm Fiero, 19 W. 44 Sr. 
New York {8 N.Y 


FOR SALE: 1946 ULM Dweo truck 
600 gal. ie cream capacity. 162 cu. ft 
trozen food capacity. Equipped Kold-Hold 
plates & fittings. Thoroughly «sverhauled 
6 good tires plus good spare Price $2195 
DIVCO-CALIFORNIA CO, 3311 W 
Washington Blvd, Los Angeles 18, Cal 


FOR SALE: | 1949 Chev. Retrig. De 
livery Truck, 800 gal Cap. with hold-over 
plates and unit. Reasonable’ A. Diamond, 


177 Ninth Se., Jersey City, N 


FOR SALE: 24 Revco Model 100 Ice 
Cream Cup Vendors. Dispense 3 to > oz 
cup. 15 reconditioned and in good working 
condition. 9 need repairs. 25M 4 oz. Pur: 
tan cups and plain lids. 15M Revco Sticks 

urge Styrotoam insulated slide in box for 
pick up truck. $1,600. H. Noordhoek, 1562 
Pine Street, Muskegon, Michigan 


FOR SALE: Quarter Million three color 
pint linerless ice cream cartons without com 
pany imprint. $9.00 M F.O.B. Mason City, 
lowa. Sample sent on request. Write 
UDCA, 411 S. Federal Avenue, Mason 


City, lowa 


FOR SALE: Brand new 1951 Ford 

Ton Vending Trucks with insulated bodies, 
either Cab or Open Type. Reasonable. A 
Diamond, 177 Ninth Sc., Jersey City, N. J 


HELP WANTED: Salesman—side line, 
selling to ice cream manutacturers, pocket 
samples, average commission $40.00 per sale 

easy to. sell—territory protection—also 
leads. Box #345, Ice Cream Fiero, 19 W 
44 Set, N. Y. 18, N. Y 


HELP WANTED: jalesman—with fo! 
lowing among ice cream manufacturers, to 
represent nationally-known firm selling to ice 
cream manufacturers. Strong promotional 
line backed by advertising. Box 316, Ice 
Cream Firetp, 19 W. 44 Se, N. Y. 18, 
N.Y 








Rates 


RATES: machinery, equipment and 
supplies for sale or wanted to buy, 
6c a word [including address) for 
each insertion: help and positions 
wanted, 2c a word [including ad- 
dress). Bold face type double regu- 
lar rates. Minimum charge $1.00. 











HELP WANTED 


HELP WANTED: Salesman, with fol 
lowing among ice cream manutacturers, to 
represent a leading PECAN SHELLER of 
tering finest quality Shelled Pecans, Roasted 
and Salted, ready tor use in Butter Pecan 
ice cream. Full line, all grades and sizes 
Raw Shelled Pecans may be oftered to other 
prospective users. Commission basis, pro 
tected territories; may be handled in add: 
tion to non-competing lines. Territories 
available most of U.S.A. except Southeast 
ern States. Give age, experience, firms now 
represented, references and territory desire 
All replies strictly confidential. Write: Box 
368, Ice Cream Friern, 19 W. 44th Srreet, 
New York 18, N. Y 


HELP WANTED: Salesmen-Side line, 
with following among i«e cream manu 
facturers to represent nationally known firm 
selling to ice cream manufacturers. Ter 
ritories open on commission basis Box 371 
Ice Cream Fiero 19 W. 44th St. N. Y 
I8, N.Y 


WANTED: Top Salesmen-experienced 
selling ice cream and frozen novelty manu 
facturers—must be merchandising minded, 
alert and aggressive-complete line of out 
standing products- powerful advertising sup 
port—choice territories available. Box 372 
Ice Cream Field, 19 W. 44th St, New 
York 18, N. Y 


WANTED TO BUY 


WANTED: 300-gallon Storage Tank 
Cherry Burrell CR 300 or similar of other 
manufacture. H. J. Seiler Company, 110 
Norway St., Boston 








Shore Graft 


STAINLESS STEEL FOUNTAIN ACCESSORIES 


Tura 


TY Te tak a 





<—ICE CREAM SPADES 
Constructed of (!8-8 stainiess 
steel. Bakelite handle. Strong 
Sturdy, Sanitary. 


ICE CREAM DISHERS——> 
18-8 Stainless Steel Construction 
Throughout. Made in eight sizes: 
8, 10, 12, 16, 20, 24, 30, 40. 
With different color Bakelite 
Handles denoting disher sizes. 


PRECISION MADE FOR SATISFACTORY SERVICE 


SHORE MACHINE CORPORATION 


455 West 45th Street, New York 19, N. Y. 
Manufacturers of SHORE CRAFT Quality Fountain Accessories 
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‘~ 
Anderson GIVES you 


Gall = “ANOTHER STEADY PROFIT-MAKER 





MODEL 193 ICE CREAM SANDWICH 
EXTRUDER AND BAGGER 





CAPACITY UP TO 60 BAGGED SANDWICHES A MINUTE 


Now! A fast, sanitary machine that scores a new high in 
making and bagging neat, tempting ice cream sandwiches. 
Ice cream is extruded, formed into a sandwich and 
bagged ... automatically. With Model 193 you get pro- 
duction upwards of 60 bagged sandwiches per minute 

or 300 dozen per hour. This is another Anderson 
dependability-plus machine produced with your profitable 
operation in mind. Use the coupon below to get more 
facts, and see how you can launch a volume-building 


ice cream sandwich-making program in your plant. 





BASICALLY SIMPLE OPERATION 
COMBINED WITH INGENIOUS DESIGN 


Here, again, Anderson ingenuity provides you with 

the kind of production that results in a superior, 

saleable product. Ice cream is piped direct from your 

continuous freezer to the machine. (A variable 

speed drive on the 193 permits perfect synchronization 

with freezer output.) As ice cream enters the 

Anderson machine it is extruded to shape desired. 

Two chutes mounted on either side of the nozzle 

feed wafers into place; a pusher cuts ice cream to 

proper width. Once the sandwich is formed, it is 

bagged automatically and sent down a chute to 

be packed and conveyed to the hardening 

room. Note the mobility of the machine; easily . 
moved to and from your continuous freezer. * 


ALL PARTS COMING IN CONTACT WITH ICE 
CREAM AND WAFER ARE OF STAINLESS STEEL 


Use This Handy Coupon For Quick Information. 


ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 
BROS. MFG.CO. ‘; Please Send Bulletin No. 7-2 





Name 


Address 
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LONGEST FORWARD STRIDE IN CUSTOMER SERVIC 


IN GUMPERT’S 59 YEARS 


Today Gumpert serves you from our largest and finest with the latest advances in scientific production flow 
main plant since the founding of the Company in 1892. and precision quality controls in modern food product 
This big new production unit almost doubles our manufacture. Plus elbow room not only to create a new 
headquarters facilities to 140,000 square feet—equiva- high in production efficiency and customer service, but 
lent to a seven-story section with half a city block to a to fill an expanding world-wide demand for Gumpert’s 
floor in the huge Lackawanna warehouse and manu- nine hundred quality food specialties. 
facturing center in Jersey City, New Jersey, our new Today it’s more true than ever that “there’s no finer 
location. value than a Gumpert product.” Ask your Gumpert 
Here we have a three-acre model plant equipped representative why. 


S. GUMPERT CO., INC. 


FROM OZONE PARK, NEW YORK TO JERSEY CITY 2, NEW JERSEY 


CHICAGO @¢ SAN FRANCISCO 
ALTIES 
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